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are easily added 


Fifteen years’ experience selling Freeman Shoes has proved to 
the Iowa Clothes Shop at Council Bluffs that Freemans build 
business. Read what they say... here is an exact quotation 
from a letter written by Frank Jeff Myers, manager of this 
thriving firm’s shoe department: — 








**Starting on a small scale fifteen years ago with 
Freeman Shoes, we attribute our growth to featuring 
America's outstanding line of men's footwear. 


**Our customers are of the type who come back 
season after season and demand style, serviceability 
and comfort. We feel that no other line embodies these 
features as does Freeman. 


**New customers are easily added by the nationally 
known name and recognized value of Freeman Shoes.'' 


BOOT anp SHOE RECORDER, September 24, 1938 











i Z 
The Iowa Clothes Shop sells oy standing line? Write for a 
and satisfies more customers by catalog—and name a day 
featuring, not just a few Freeman when we can prove Freeman style 
styles, but the whole Freeman line and value leadership to you, in 


—Bootmakers, Master Fitters, your own store... 
and regular Freemans. Freeman Shoe Corporation 
Have you investigated this out- Beloit, Wis. 


FREEMAN SHOES - Worn. with Pride by Millions 
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CORRIDORS are sometimes as 
important as assembly rooms or 
exhibit booths for the exchange of 
information, man to man. Corridor 
conversation during the Styles Con- 
ference last week was more diversi- 
fied in subjects than perhaps at 
any previous meeting of the trade. 


We have always wanted to have a 
portable device that could give us 
the secret ear to some of these con- 
versations so as to measure the 
importance of the voice of the 
trade. 

We overheard one conversation 
in which one man was arguing with 
much heat the mistrial of the Hines’ 
case. He finished talking after a 
full 20 min. on the subject and the 
reply came back: “Has Jake shown 
you our new shoes for the second 
run?” In other words, one pair 
of ears was closed to every subject, 
ir endeavoring to concentrate on 


the listener’s one objective—busi- 
ness. 

The roar of voices in the corridor 
was constant for two days but at 
four o'clock Tuesday, Sept. 13, the 
instant silence was terrific, for the 
news had been spread of the six- 
hour ultimatum and the possibility 
of war. The men gathered in 
groups and whispered, one to an- 
other—“Can it be?” The change 
was so significant that we tell the 
entire episode to show that in the 
face of cataclysmic news everything 
stops. There have been one or two 
events of world importance occur 
in the timing of association gather- 
ings and for a moment it looked as 
though this was one to be remem- 





FRED G. PAGE, ever a shoe man, 
writes from Devon, England: 


[11] 


“What a speeding world! It will 
soon be possible to post a letter in 
England at 6:30 P.M. and have it 
delivered in New York the next day 
by 10:00 A.M. This old world of 
ours is certainly moving at some 
pace. We will all be next door 
neighbors before you know it.” 





THE modesty of the New York 
Times is refreshing. Miss Virginia 
Pope, Fashion Editor of the Times, 
played a stellar part in the shoe 
styles conference last week. 

It was her task to illuminate the 
fashion show, with interpretation 
and inspiration. The dramatic way 
in which she illustrated how two 
well-dressed models were made plu- 
perfect by an exchange of acces- 
sories, was the outstanding con- 
tribution to the education of the 
merchant in the place and purpose 





of shoes as an accessory to costume. 
She indicated the perfect harmony 
as against the imperfect discord, 
which the eye of man didn’t know 
but which women appreciated. . The 
clash of shades of color in the cos- 
tume produces “dis-stress.” She 
was the one who coined the adjec- 
tive—“accessorize”—being the act 
of selecting the right accessories in 
the right color for the right costume 
at the right moment. 

With extreme modesty the New 
York Times, in the story of the 
Styles Conference, didn’t even men- 
tion her name as participating. So 
we give credit where credit is due. 


* * + 


A SIDELIGHT on the San Fran- 
cisco store strike situation! One 
store gave low-heeled shoes to the 
girls who were picketing the store. 











The girls had started off in high- 
heeled slippers and as a friendly 
gesture to the opposition, the man- 
ager of the store invited the girls 
in to be fitted to shoes—not new 
ones, mind you—but some that had 
been left by women who had pur- 
chased new shoes. The pickets were 
on four-hour shifts. 

There may be some humor to this 
but there is a real problem back 
of the mass picketing of stores in 
a city already unionized but fight- 
ing for “hiring halls.” Manage- 
ment should fight to the limit for 
the right to select employees suited 
for the job, for no “hiring hall,” 
anywhere, can fit the right man to 
the right job. This is the inherent 
right and the basis of the American 
system of enterprise. 

In Union News, a publication, 
the statement was made: “Regard- 
less of how we feel about our 
present contracts with the various 
stores, we must admit they repre- 
sent the highest wages and best 
working conditions on any contract 
im our industry in the United 
States.” 





THE FASTER, THE SAFER 


THIS 1S 
GETTING To 
BE A Dizzy 
WH 





—Friend Gannon sends me this 
one— 

—A demure little New England 
schoolmarm, retired on her life 
savings, goes to California for her 
one “grand tour." 

—And decides to take her first air 


trip. 

—She climbed in—the plane rose 
from the field—the little lady's 
nerves tingled with joy. 

—The plane eased off for its course. 
The lady was alarmed, but, being 
New England trained, she main- 
tained school room dignity but 
not reserve, for she touched the 
shoulder of the man in the seat 
before her and asked: “Why don't 
we crash?" 

—"My good woman,” said the 
stranger, “we're now flying at 
160 miles an hour, and will soon 
be going 200. We can't crash at 
that speed." 

—And the teacher settled down 
most serenely. 


Zect 6 THE 


President 





W. H. LOUGH, president of 
Trade Ways, Inc., gave a dinner 
in honor of Harold Whitehead at 
the Harvard Club last Wednesday. 
Mr. Whitehead will be remembered 
by readers of the REcorDER as the 
author of the serial—“Billy Rogers, 
Shoe Merchant,” featured in the 
RECORDER in 1929. 

Since 1930, Mr. Whitehead has 
been advisor in sales management 
and sales technique to British con- 
cerns and to departments of the 
government. Extension of the work 
has necessitated the opening of of- 
fices on the Continent and in the 
Balkans. Mr. Whitehead’s presence 
in America was for the purpose of 
making several addresses before the 
Management Conference in Wash- 
ington and the Distribution Confer- 
ence in Boston. 

The dinner was highlighted by 
the talk of Mr. Lough on the Ameri- 
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can situation which was preface to 
Mr. Whitehead’s interpretation of 
the European situation and followed 


by general discussion. 
* * * 


WHEN a woman talks on men’s 
styles, it’s news; and doubly sig- 
nificant when she associates the 
progress of women’s style to the 
point where it streamlines into 
men’s style. 

Ruth Kerr, speaking at the meet- 
ing of the Men’s Shoe Style Com- 
mittee at the Waldorf-Astoria, said: 

“We have had a big revival in 
stitchdowns in women’s shoes. This 
is not in cheap shoes but rather in 
high-grade shoes because the stitch- 


Wee 
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down construction is the basic one 
for that type of shoe. It is flexible, 
soft and has the appearance of a 
welt. We feel that since these 
stitchdown types in women’s sports 
and play shoes have been so suc- 
cessful, the same idea can be in- 
corporated in play shoes for men. 
We will undoubtedly talk about 
play clothes in women’s shoes and 
garments but play shoes doesn't 
sound good for men’s shoes. There 
is, however, no other word to take 
its place now. We feel that the 
softening influence, the stitchdown 
and the idea of developing softer 
shoes, is important in shoes that 
you men call sport shoes. 

“I would be willing to gamble, 
after the 12 or 14 years that I have 
been in the shoe business, that this 
business that we call ‘slacks’ in 
clothing has just started. It is com- 


fortable, easy and in the trend.” 
* ~~ e 


WY ASHINGTON is an expanding 
retail center, due to the fact that 
government employment is contin- 
ually on the increase. In 1929, 
of 47,885,000 employed persons, 
2,070,000 worked for government, 
Federal, State or local. In June, 


AN 





1938, when the whole number em- 
ployed was 42,955,000, the holders 
of Government jobs were 2,590,000. 
Total employment had decreased by 
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more than 10 per cent. Government 
employment had increased by more 
than 25 per cent. In 1934 there 
were 928,000 regular Federal em- 
ployees. In June, 1938, there were 
1,194,000. One person out of every 
sixteen now employed is working 


for some unit of Government. 
* * a 


S*§NSTITUTIONALIZE your 
store by inviting the public to some 
interesting event.” That is the phi- 
losophy of Stephen J. Brouwer, who 
asked his staff to serve as hosts 
and hostesses. And here they are: 
A. G. Heinmiller, general host. 
Main floor: Messrs. Tupper, Cook, 
Kleist, McGuire, Mrs. Haskins. 
Downstairs Shop: Mr. Falkner and 
Mr. Wood. Second Floor: Miss 
Verick, Mrs. Couve, Mr. Henry; 
Flower Shop: Miss Graef and Miss 
Paeschke. 

The invitation card that brought 
the crowd was: 


« OPEN HOUSE » 


You and your friends are cordially in- 
vited to the first presentation of its kind 
in Wisconsin 


Fatt Styce SHowINnc 
Educational Exhibits Interesting Movies 
A Rose for the Ladies 
Eveninc, SEPTEMBER 12, 1938 
7:30 to 10 P.M. 
“Come to See—Not to Buy” 

4 Floors of Distinctive and Unusual Foot- 
wear for Men, Women and Children 
S. J. Brouwer Suoe 
330 W. Wisconsin Ave. 

- * * 
NEATEST trick of the show- 
New Castle’s Maracain kid promo- 
tion. Gay little jitterbug lapel 
charms in the form of a pair of 
pom-pom slippers dangling from a 
leather button were distributed at 
the recent styles conference; and 
because of their unusual charm and 
their attractive colors—there was 
quite a call for them. Score a hit 
for New Castle! 

. 


MonDAY 


COMPANY 
Milwaukee 


JOSEPH H. LOVEMAN of Love- 
man, Joseph & Loeb, Birmingham, 
Ala.: 

“I believe that general conditions 
will be considerably better this Fall 
unless something unusual occurs. 
The reasons which lead me to this 
opinion are the abatement of fear 
for the future, replenishing of in- 


ventories, release of funds by the 
government, increased employment 
and better feeling among employers 
and employees.” 


- * + 


LEW HAHN of the N. R. D. G. A. 
says: 

“The American buying public is 
the best that any nation has ever 
had. The public likes to buy things 
and this demonstration means that 
we must do our job a little better 
than it has been done before. Our 
stocks of goods should be in prime 
condition, our advertising should 
be used for constructive purposes, 
our windows tell the story of the 
new goods, and the greatest instru- 
ment of all, the sales force, should 
be utilized to instill confidence and 
dispel pessimism. If we throw away 
disaster advertising for a while it 
will have a profound effect.” 


MAAURICE SPECTOR, president 
of The Blum Store in Philadelphia, 
says: 

“There is every reason to believe 
that business will turn higher this 
Fall. Pump-priming, and firmer 
prices are the principal factors fav- 
oring such an advance. The coun- 


try and business should be given 
an opportunity to get back to fun- 
damentals.” 
* 7 7. 

EN contrast with the bluster, bally- 
hoo and confusion which raged 
within and around NRA, prelim- 
inaries to effectuate the new wage- 
hour act have been instituted quietly 
and sanely, with no fanfare or 
grandiose conceptions. If the law is 
workable the belief is almost uni- 
versal in Washington that, granted 
he is not interfered with by higher- 
ups, it will be put into successful 
operation by Elmer F. Andrews. 
The former Industrial Commis- 
sioner of New York, by his abun- 
dant common sense, his experience 
and fair-mindedness, made a dis- 
tinctly favorable impression in the 
manner in which he took up his 
new duties, the reasonable approach 
for setting up small industry com- 
mittees and the early selection of 
industries to be studied with their 
sub-wage standards. But at best 
Mr. Andrews has many headaches 
ahead of him. One of the worst 
and longest will be the selection of 
labor representatives of industries 
without getting mixed up in the 


AFL-CIO cat-and-dog fight. 








“No, no, Comrade! | want a radical style. A revolutionary style.” 








SS 
ore on gine 


(Rete ses Or ee ee ye) 


“Racer,” Ohio’s new snake grain calf 
in Patio Tan to trim the white suede 
shoe. Bags: (Left) Pichel bag in 
black Mello Calf (Ohio). ( Right) 
Koret bag in Ohio black Jetta Calf. 


@NCE again the grand ball- 
room of the Waldorf-Astoria in New York was turned 
into a leather pit when the Tanners’ Council of Amer- 
ica staged their showing of Spring leathers on 
Sept. 12 and 13. 

A tour of the 77 booths showed varied and lovely 
colors and increasing use of leathers with surface 
interest. 

This Spring and Summer have shown that women are 
ready to buy colored shoes in a big way. Brighter 
blues and bright coppers and rusts have sold well 
throughout the country. And here and there wine— 
very rosy in cast—has begun to be important. 

At the Style Conference held in conjunction with the 
Leather Show, retailers from all parts of the country 
reported on early Fall selling. And everywhere these 
same colors—rust, blue and wine were named as sales 
leaders. 

Spring; leather shown by the tanners continue to 
follow these trends. In the tan and rust family there is 
Sienna Rust (the Parisand of last Spring), Burnt Earth 


This alligatorlizard “illustrates one 
type of surface interest expected to 
carry over into Spring. Amalgamated 
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ON DISPLAY 


(much rosier in cast than Sienna Rust) and Golden 
Havana, which, in a rosier version, is the tan recom- 
mended by the Style Committee. Patio Tan, a warm 
butterscotch shade, was shown as a trim on a number 
of pullovers. 

Lighter than navy blues are definitely in the picture. 
The Marine Blue, “the blue that is blue in any light,” 
that is being shown, has a warm tone with a slight 
purple cast and will be the volume seller. Parisian Blue 
—lighter and more purple—will be higher style and 
more limited, although its popularity is constantly 
growing. 

Two wines are being shown for Spring—Red Bur- 
gundy, a clear, sparkling red wine, and Claret, richer 
and deeper with a purple undertone. Tanners are ex- 
pecting good business in the wine family which is be- 
ginning to sell well for Fall. 

There is the possibility of a revival of beige which is 
included by some tanners in their Spring lines. Brown 
Mahogany, a rich reddish brown, may do well in certain 
smart shoes for both town and country wear. It is the 
new note in brown shoes and will probably become 


pf 


Summer leader. 


Leather Co. 





Classic white kidskin from G. Levor in 
patterns like this is sure to be a 
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Exhibit by Tanners® Council of America Shows Many Grain- 


ed, Crushed and Embossed Surfaces and Wide Range eof 


Colors, With 


increasingly important as a contrast accessory color. 

Not much is being said about plum or purple. It is 
not included in the first selection of official colors issued 
by the Textile Color Card Association. But later a blue 
or red violet will probably be included. Porto Plum is 
expected to continue as a high fashion shade. None 
of these violine shades were seen to any extent in the 
pit at the Waldorf. 


EN promotion colors there are some interesting de- 
velopments by tanning houses noted for their styling. 
Pastel shades and some deeper tones have been grouped 
as “Aqualon” colors by one leading tanner. (“Aqualon,” 
you remember, is the name of the columns of colored 
water at the New York World’s Fair.) The individual 
colors are given flower names, such as “Arbutus” for 
a lovely shade of pale pink; “Wisteria” for a mauve; 
“Fuchsia” for a bright purpley pink, and soon. In 
brighter colors there are an “Esplanade Red” and a 
“Trylon Blue,” both names being suggested by the same 
World’s Fair. 

Another leading house has been inspired by authen- 
tic early American colors, some of them taken from 
samplers of that period. They include several blues— 
“Liberty,” “Yankee” and “Forget-Me-Not”; also a 
“Cavalier Red,” a “Colonial Yellow,” etc. 

Great insistence on color is the keynote to the leathers 
displayed. Every tanner seemed very conscious of the 
necessity of including all the official colors in his Spring 
collection, regardless of the kind of leather he makes 
or the type of surface. 


a 


» 5 
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Emphasis on Tans. Husts. Bines and Winex 


White leathers, especially kid chiefly glazed; and 
sueded leathers, chiefly buck; and a few specialty 
leathers such as kangaroo, were, of course, important in 
the Spring picture. They were seen in all-white pull- 
overs and white with color. 

We have been talking about the growing demand 
for leathers with surface interest for several seasons 
past. But this season there is a real story in surface 
treatments. Part of this may be due to the return of 
kidskin to the fashion picture. Crushed kid seems on 
the up and up along with glazed. it is given different 
names by different tanners—“Maracain” and “Capre” 
being the most widely known—and will probably be 
very popular both in all over shoes and combined with 
glazed. It is proving to have remarkable wearing quali- 
ties. We saw one shoe of “Capre” kid which had been 
given the hardest kind of wear and continued to look 
as fresh as a daisy, unwrinkled and unscratched. An- 
other kidskin house has treated kidskin to produce six 
different grains with such varied names as “Morro- 
cana,” “Broadtail,” “Caracul,” “Pig Grain,” etc. 


THERE are grained or crushed treatments on other 
leathers, such as a very unusual calf grain, called 
“Crispin Calf” and an embossed kangaroo suede which 
looks like a pattern made by tiny pin pricks. 

Two new reptile prints have been brought out by the 
tanning house which has been specializing in these 
prints. The new ones are a snake (“Racer”) and an 
alligator (“Kroko”). They both come in a wide range 

[TURNN TO PAGE 34, PLEASE] 


Two-tones in reverse calf make smart 
walking sandal with platform sole and 
Dutch Boy heel. Carr Leather Co. 


Combination of suede and smooth 
kidskin, a popular treatment. Surpass 
Leather Co. 


Maracain (crushed) kid from Allied 
Kid Co. All but the toe and tongue 
are of elasticized leather (Lastex). 





Remember when you were a kid, and you'll 
be able to sell children. 


MANY salespeople make the mistake of placing cus- 
tomers in certain type classifications and always think- 
ing of them as falling definitely within these groups. 
Shoe dealers and shoe salesmen should not get into the 
habit of thinking that customers always remain true 
to form. Many customers have been found to change 
during a single transaction. 

If shoe salesmen think in terms of customer traits 
they will be more alert to changes in attitude and 
many times will bring out desirable traits to offset those 
that HINDER the sale. 

The very act of classifying a customer as an unwel- 
come type psychologically makes us take an undesir- 
able attitude toward her. The traits that give us the 
most trouble in selling are those in which feeling or 
emotion play a strong part. One reason for this is 
that a strong emotion on the part of the customer tends 
to center her attention on herself rather than on what 
we are showing her. 

We all know that emotions are contagious. This, of 
course, has it advantages as well as its disadvantages. 
Enthusiasm and good humor are just as catching as are 
discontent and listlessness. The contagion works both 
ways, from customer to shoe clerk, and from shoe clerk 
to customer, a fact that is often overlooked. 

Customers react in an infinite number of ways when 
they come into a shoe store to buy. Consequently the 
traits they show are many and varied. Therefore, shoe 
store owners and shoe salesmen can profitably learn 
how traits are shown and the various ways of handling 
them. 

You, Mr. Shoe Salesman, may think there are only 
four or five different types of customers. Intensive 
study, however, shows that there are many more, and 
each must be handled differently. Here are some of 
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Satesmen Who Study Their Customers 
and Strive to Piease them Willi Win the 


Mest Friends and Chalk Up the Best 
Sales Record. 


Pm. 
3 


Mrs. Know Everyone can recommend your 
store to many people, so handle her with 
the proverbial kid gloves. 


the types; undoubtedly you will recognize many of 


them. 
SMILING CUSTOMER 
Not hard to handle, if the right merchandise is shown 
and explained properly. 


SHOPPER 
The customer who admits he or she is shopping and 
lakes pains to tell you of bargains in other stores. 
Center her attention on what you have to sell and show 


why it is best for her. 


SARCASTIC 
A hard type to handle. However, be patient with 
them. Discover what’s eating them, and work on that 
in a nice way. Don’t take offense in any case. 


PRICE 
This type of customer talks only price. Remedy here 
is to show clearly the difference in shoes on different 
price ranges. 
CHISELER 
This person thinks he cam-chisel on every price you 
quote. Tell him firmly it can’t be done, that your shoes 
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Who 


Of FOLKS 


are priced as low as possible and are a good buy for 
the money. Don’t let him chisel. If you do, he'll brag 
about it, and then you'll have to chisel to others. 


Don’t let him scare you and he'll buy 
your shoes. 


BARGAIN MINDED 


Some people are always looking for a bargain. In 


such instances, center attention on the fact that the 


shoe you are trying to sell her is a bargain in quality. 
price and durability. 


SILENT 


Watch out for this type. Try to get them to make 
a few comments; then from these work out your selling 
presentation. 


CHILDREN 


Any adult selling shoes should be able to handle chil- 
dren when they come in to buy. Remember how you 
acted when you were a kid. 


CRAB 


The confirmed crab is usually crabby about every- 
thing, usually because he is finicky about everything. 
Pay attention to his every whim, stress details. He’ll 
like lots of attention. 


DISSATISFIED CUSTOMER 


In this case, you have something to make right. Do 
it as nicely and pleasantly as possible, and still retain 
your self-respect and the customer's good will. 


Buy Shoes 


SHOP-LIFTER 
Lots of shoe stores miss shoes and hosiery when this 
type of customer is in the store. A shoplifter lets atten 
tion and eyes wander when you are trying to sell him. 
That’s one way you can spot him. 


SATISFIED 


A nice type to handle. However, don’t brag too much. 
You may queer yourself with this type if you do. 


BASHFUL 


Lots of people are bashful. Don’t let such customers 
know you realize their condition. Be nice and set them 
al ease. 

FARMER 

This kind of customer is always interested in price 

and wearing quality, rather than style. 


BIG SHOT 


Nothing is ever too good for him. Show him the 
best you've got right away. He won't back down. And 
listen with interest when he brags. 

[TURN TO PAGE 34, PLEASE] 


Show him the best you've got, listen ap- 
preciatively to his bragging, and you'll 
have no trouble with him. 
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THERE'S a new excitement in the shoe business. Make 
no mistake about it. And we're not talking this time 
about platform soles or elasticized leather or novelty 
heels, important though they all are. 
We're talking about a craze that is sweeping the 
country the way the saddle oxford did a year ago. It is 


appealing to the same type of customer too—to the 
college and high school boy or girl. And just as the 
saddle oxford became very popular with the still 
younger crowd, this fashion is already beginning to 
appear in younger boys’ and girls’ sizes. 


Popular Features 


Everything that made the saddle oxford so popular 
is to be found in these shoes with the walled last. And 
the stubby look, due to this last and the square toe, is 
an additional attraction. 


Looks Like a Beat 


All sorts of names are being given these shoes. Boat 
names seem to describe them the best. And so they are 
called “Barge” (the name given the first one brought 
out, a man’s shoe); “Tug- Boat”; “Gun - Boat”; 
“Tuggee”; and “Canal Boat.” One manufacturer sees 
another resemblance and calls them “Dog House.” 

With all the excitement about this pattern what can 
we expect its future to be? Is it going to replace the 
saddle oxford in the hearts and on the feet of our boys 
and girls. 


Cannot Keep Up With The Demand 


All we can tell is our own experience during the past 
few days in talking with the leading manufacturers. 
Everywhere the story is the same. Manufacturers can- 





not keep up with the demand. One manufacturer is 
weeks behind in his deliveries of college girl sizes. The 
opening of schools and colleges offers just the right 
market. And the idea is spreading like wildfire wherever 
boys and girls get together and admire and imitate 
each others’ clothes. “They take to them like ducks to 
water,” says a leading manufacturer in the field. 


Wanted Everywhere 


And the demand is not limited to certain parts of the 
country. Wherever there are boys and girls, the shoe 
with the scow last is selling fast and furiously. One man 
just returned from Louisiana reported wonderful sales, 
although usually it is impossible to sell closed patterns 
in this area at any time of the year. The smartness and 
newness of line and the comfort of the high, wide roomy 
toes, is what has sold them. 


Smaller Sizes Coming In 


Already a few manufacturers are seeing the possi- 
bilities for the younger boy and girl. While I was talk- 
ing to one manufacturer just recently, two new numbers 
came in—the first samples in misses’ sizes, one with 
leather sole and heel, the other with crepe rubber. 
They were so attractive in these small sizes that if little 
girls don’t take to them like hot cakes, I'll be willing to 
eat my hat. 

The story is the same in the patterns for younger 
boys, also just new on the market—immediate ac- 
ceptance and substantial orders. The younger boy is 
bound to like them. First, because they are what the 
big boys are wearing. Second, because they feel good 
on his feet and he likes the look of them, business-like 

[TURN TO PAGE 40, PLEASE] 
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PROMOTION IDEAS 


For 





STORMY WEATHER 








FOOTWEAR 


By &. K. ANDRUSS 


On two-sided white panels, built on 
solid wooden frame, sketch ther- 
mometer covered in snow with rain 
streaked behind it. Use gray cut-out 
letters for COLD or WET and letter 
“You'll Need Protection” in red. 
Shelves may be used for the rubbers 
and galoshes or they may be tacked 
to the panel. 


EN a progressive metropolitan store, samples of rub- 
bers and galoshes on panel floor signs are on display 
continuously from mid-Fall until the end of Winter. 
Day after day everyone who passes the shoe depart- 
ment MUST see the display. While the panels might 
become monotonous in the smaller store, the idea is 
good, and there are many ways in which displays may 
be varied, so that customers are always reminded of 
these important needs. 

Don’t wait for a snowstorm to force customers in. 
Schedule window displays at frequent intervals, let- 
ting the early showings play up the smart style fea- 
tures—and teach your salespeople to sell your customers 
on the desirability of selecting rubber footwear to 
FIT the new shoes in both size and appearance. 
Instead of asking if she needs galoshes, after the shoe 
sale is completed tell her you have something you 
would like to show her if she can spare a minute. 
Then promptly bring out the galoshes that go well with 
the shoes she bought, in the size she needs and ask 
her, “don’t you think these galoshes look smart with 
your new shoes?” If she does not seem interested, 
simply tell her you wanted her to know about them 


At the back of the store, if long and narrow, or in any 
ient alcove set up a “stormy weather shop” with 
on which samples of all of your stormy weather 

he sign at the top conceals 


Don’t limit your promotions to a sticker on the window 
when it rains; sales can be substantially increased by 


keeping wet weather wear before the public all season. 


so she could get them when the need might arise— 
if they are still available. While we're on the extra-sale 
subject, one suggestion: Always make the customer feel 
that the “extra” is being shown because you feel that 
it is to her advantage to know about it—and don’t 
push the sale. It means all the difference between 
having the customer like you enough to send her friends 
te you, or trying to avoid you, particularly in smaller 
towns where I learned my lessons in selling. 

While dramatizing the need of protection in the 
window displays, use small cards to point out the 
style features of the different models—shiny, sueded 
or fancy surfaces, and all the other details that you 
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would call to a customer's attention if you were show- 
ing them in the store. It helps to make your galoshes 
more desirable than when they are just put in the 
window as though to say, “We carry galoshes, but 
we're not much interested in them and we don’t think 
you will be either.” 

In the store arrange for a “stormy weather shop” 
if space permits. Often it can be placed at the back 
of the store, in front of the partition that shuts off 
the back room. If there are shelves there they may be 
used for the center section, by arranging “wings” on 
each side, and putting up the “stormy weather shop” 
sign shown in the sketch. Otherwise the “shop” may 
be set up a foot or two in front of the shelving or 
partition. Plan to use this as a gift shop from Thanks- 
giving on. 

If space does not permit this, a section of shelving 
may be “framed” and the sign attached to the front 
edge of the ledge. Make the frame of 21x4 in. wood 
strips painted blue, and the sign also in blue with white 
lettering. Side strips from counter ledge to the bottom 
of the sign will be enough in many stores. Take the 
galoshes out of the boxes and show a sample of each 
style in the shelves which have been lined with blue 
paper in front of which is white paper cut to resemble 
drifted snow. Or use cellophane strips or piano wire 
to show falling rain. 


AS Christmas approaches and space is needed for 
gift showings the display of rubber footwear can be 
continued by using the panel displays mentioned in 
the first paragraph. They are easy to make: there is 
a frame of 1x3 in. strips that is 3 ft. wide and 4 ft. high, 
with strips on the bottom to keep it upright, which is 
covered on one or both sides with wall board. The 
galoshes are thumb-tacked to the panels, with a descrip- 
tive price card for each. At Christmas time add a 
border of evergreen or holly to make a gift display. 
Remove the border and use with sale prices after 
Christmas. 

In the final analysis the reason for wearing galoshes, 








The center piece is cut out and set two inches in front 
of a wall board panel, darker than the permanent 
background. The needle may be mounted so that it 
can be turned to the weather predicted for the day, or 
operated by a small motor in back that keeps it swing- 
ing uncertainly. The sign is of cut-out letters mounted 
on two sticks that are tacked on the circular cut-out. 
The sketches may be made on the regular background, 


or omitted. The plateau and floor panel are rain gray. 


or rubber footwear of any stormy-weather type is pro- 
tection. The health angle is very important. We know 
that many colds start with wet feet, and colds are 
among the most costly ailments we have. So play up: 
“For your health’s sake have good, solid rubbers or 
galoshes on hand for every storm this season. The 
new styles are so smart we're sure you'll like their 
simple lines, and snug fit. There’s such a variety of 
finishes that you can select the one that goes best with 
yous costumes.” 


SO much is being done through cooperative promo- 
tion that it might be well to get together in your town 
and formulate a program for health—‘better health 
through cold prevention” this Winter. You could con- 
tact local physicians and the health department and 
every other interested group. Of course, keeping the 
feet dry would be only a part of the program, but the 
effect of having public interest in health aroused would 
be of definite benefit to you. 
thoughts you can use: 

Youth first cold victims—because they think they 
can take it, and it is “sissy” to be careful, young people 
are the first victims of colds and flu. Avoiding needless 


Here are some health 


exposure will prevent a lot of colds. 

Few of us can avoid exposure to cold germs, but we 
can avoid exposure to bad weather that so greatly 
lowers body resistance. 

Viscious germs are lurking everywhere waiting for 
you to get wet feet. The doctor will have enough 
patients without you—be careful. 

Every Winter storm brings thousands of colds. Don’t 
let one of them get a foothold with you 
feet dry. 


keep your 





The Ciddoes 


OUTLOOK 


By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


Keep Steady—Mind Your Own Business 


ENTERNATIONAL complications are distressing and 
war or no war, world finance will be uneasy for a long 
period of time. Leather is classified as a war material 
but only in seventeenth place. Yet the surprising thing 
is that there has not been a big leather buying move- 
ment developed by those countries now in mobilization 
or in preparation for the possibility of war. 

The United States is in the position of being a “net 
exporting” country this year—a phenomenon rare in 
our modern history because normally we must buy at 
least 25 per cent of our heavy leather abroad. The 
outside world has been buying leather from the Argen- 
tine that we normally would take, but nothing in the 
nature of the volume of leather needed for such a 
terrific undertaking as war. It may be true that Euro- 
pean nations have no free money to spend for immense 
stocks of leather and that some of the nations prefer 
to buy by barter; but be that as it may, there is no 
world-wide bulge of leather buying at the moment or in 
preparation for war. 

Emotionally we may be very close to the war 
hysteria of Europe but realistically, the people 
of America are minding their own businesses. 

September has .opened up as a strong merchant 
month, with the right kind of weather and a strength- 
ened purchasing power. If we keep our feet on the 
ground, we can expect better business than we had at 
retail a year ago. Better in numbers of pairs, if not 
in total dollars. Retail price levels have declined 5 to 
10 per cent from a year ago. The fear of competition 
brought about that decline for by and large, the Ameri- 
can public has not asked for cheaper shoes. 

Back in 1933 the American public, in its fears for 
its own security, rushed to low-priced clothing and 
footwear and things looked pretty black for those mer- 
chants and manufacturers who wished to preserve the 
grades and services common to their businesses. 

The second depression of 1937 indicated quite clearly 
that the American public had no intention of dropping 
the grades and rushing into cheap shoes, in the belief 
that every dollar saved was an emergency dollar. The 
public went right along buying to the grade it had been 
accustomed to purchase . . . perhaps buying fewer 


pairs but still expressing a preference for good shoes 
and good service. 

Then came the period of clearances and proved that 
all grades were equally affected by the second depres- 
sion because practically the same percentage of decline 
in prices was noted from the top to the lowest grade of 
shoes. 

Now, merchants of America have started a new sea- 
son. The various grades seem to be holding their own. 
In fact, the public is getting better values for a little 
less money in each grade. Nothing that is happening 
abroad is affecting, one way or the other, the price and 
the purchasing power for shoes in the United States. 

Broadly speaking, nothing abroad can materially 
affect the making, selling and buying of goods in 
America this season. The public needs shoes and is 
buying shoes. Employment is continuing to furnish 
wages for approximately the same number of people 
that were employed six months ago. Relief and work 
projects are supporting the rest of the public to a 
standard that permits the purchase of shoes as well as 
food and housing. 

We have no pauper outlook as individuals or as a 
nation. The wealth of the world is coming here for safety, 
and not at our invitation. When wealth moves towards 
a nation, it comes—not as dead storage funds—but to 
go to work and make money in that land of safety. 

We can sympathize deeply with the terrible situation 
in Europe and in the Orient, but we were not parties 
to making it so. 

In every store in America, the best wares and best 
services are placed at the feet of a people eager to live 
under American standards and American ideals. 
American freedom continues to make us, despite the 
depression, a prosperous land when measured against 
the world and its standards of living. We must continue 
our day by day work of buying and selling and using 
things that make for work and wages and satisfactions. 
We must not let world insecurity interfere with our 
obligation to continue our daily duties. Any emotional 
crisis developed abroad must not be duplicated here 
for there is work to be done and goods to be sold and 
American life to be sustained. 





ge new ‘hair-do’ is a reign- 


ing fashion that portends a furor 
for elegance in clothes and sleek 


grooming. 

Fashion-smart women decree black 
patent for the mode... first choice 
leather for daylime elegance . . . de- 
finitely flattering and the most 
youthful accent afoot. 








World Leoeoks 


AMERICAN | hoe manufacturers today have the great- 
est opportunity ever offered them to build up a Euro- 
pean business in the opinion of Alfred Vamos, one of 
America’s foremost shoe designers, who has just 
returned from a two months’ tour of the principal 
countries of the trans-Atlantic continent. 

While in Europe, Mr. Vamos visited a number of the 
best known European shoe designers and manufacturers 
whom he has known personally for a number of years. 
His opinions are therefore not a matter of snap judg- 
ment but based on wide experience in the shoe industry 
on both sides of the Atlantic. He is probably best 
known in America as the inventor of stretchable leather, 
the remarkable material formed from a combination 
of processed leather with a backing of fine Lastex 
fabric which has proved such a sensation in the Ameri- 
can shoe industry this Fall. It is the introduction of 
this type of flexible shoe material which, in Mr. 
Vamos’ judgment, is going to have a profound influ- 
ence on European manufacturers to the present benefit 
at least of American exporters. 

“Soft shoes,” explained Mr. Vamos to a representa- 
tive of the Boor anp SHoe Recorper, “made from 
flexible materials and built on simple lines without 
buckles, unsightly fasteners and similar devices were 
unknown in Europe until their introduction in this 
country. These shoes were exported by some of our 
higher-grade manufacturers and were so successful that 
a demand was created which the European manufac- 
turer dares not ignore. However it will be some time 
before the necessary materials and the shoemaking 
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to Ameriea 


for New Ideas 


In SHOES’ 


Says Alfred Vamos, 


Returning from Europe 


ALFRED V AMOS 
Inventor of Stretchable Leather Process 


technique involved will be available in Europe and in 
that fact I believe lies the opportunity of the American 
manufacturer. We already enjoyed a considerable 
prestige because of the fact that, in women’s shoes, our 
lasts and our exact sizing were so far superior to 
anything they offer on the other side of the water. 


NNOW when we are able to offer in addition a light- 
weight flexible shoe affording not only a fit and com- 
fort never before obtainable but a simplicity and beauty 
of line unknown to the older type of shoe I am con- 
vinced that the American manufacturer has an un- 
equalled opportunity to capture a European market of 
substantial value. 

“Just as a little illustration of what I mean,” he 
continued, “I might mention that my wife took five 
pairs of stretchable leather shoes with her when we 
started for Europe and returned with one pair. We 
were absolutely forced to leave the other four pairs 
behind us to pacify four of our shoe friends who 
insisted they must have the shoes for study copy, if 
they could.” © 

Mr. Vamos also reported that the platform sole which, 
of course, originated in Europe was having as big a 
success there as in America and promised to hold its 
vogue for at least another season. 

“I do not believe that war is probable,” he said, 
“because in all the countries I visited, Italy, France, 
England, Germany, Roumania, Poland, I did not find 
anyone who did not dread the thought of such a 


supreme tragedy.” 
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# Today in selling and fitting 
shoes, you are performing a 
service which, while not generally 
recognized as professional, is cer- 
tainly approaching that status. 


A good shoe fitter knows the 
mechanics of the human foot. He 
knows that it is just as dangerous 
to fit a shoe too long as too short. 
He knows that shoes are made to 
walk in; that walking involves bal- 
ance, muscle coordination, circu- 
lation and nerve action—all re- 
quiring proper shoe selection and 
accurate fitting. 


Why sell your birthright of shoe 
knowledge “down the river” by 
promoting and advertising your 
shoes to the benefit of another's 
trade-mark? You (your fitting ser- 
vice) are your own trade-mark. 
The shoes on your shelves are 
your shoes and should carry your 
trade-mark. 


>) BA 


BIRTHRIGHT 


for a 


Trademark* 


When you complete a satisfactory 
sale— making a satisfied cus- 
tomer—you have signed a shoe 
business insurance annuity for 
yourself, You have given that 
customer something more than 
just a pair of shoes for her money 


Twenty-five years ago, one could 
still buy eye-glasses off the notion 
counter, but scientific research 
discovered that proper functioning 
of the eye muscles is the basis of 
good eye-sight. Today, eye- 
glasses are fitted by registered 
optometrists. The lens may be 
ground from the finest of glass, 
but they are useless unless prop- 
erly fitted according to scientific 
standards of the oculist or the op- 
tometrist. 


No manufacturer's shoes are any 
better than the man who fits them 


Our scientifically constructed lasts 
make the fitting job easier 


West Coast Address 
690 S. Bonnie Brae, Los Angeles, California 


Mille 


CU ENE 


THE MILLER SHOE COMPANY e COOK AND ALFRED STREETS @ CINCINNATI, 


ey Han! OU hues 


No. 1953 


A black kid four eyelet 
Gypsy tie with long inside 
counter, made over our 
Tredmor Last carrying a 
1342/8 Kantscuf heel 


One of the many styles car- 


ried in stock for your con- 
venience 


OHIO 





~Celer... 
TEMPO 
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From an Address Delivered by Margaret Hayden Rorke, 


Managing Director, Textile Color Card Association of the 


United States, Inc., Before National Shoe Retailers’ Asso- 


ciation Style Conference. 


AAN accent, in the language of music, is that force 
given to various notes or chords, greater than that upon 
surrounding notes or chords. 

It is the regular repetition of accent that makes the 
pulsation of music, which is called rhythm. 

It is the swiftness with which these accents or pulsa- 
tions follow each other that constitutes music’s tempo 
or “time.” 

And so it is with color. 

Each season fashion strikes with greater force vari- 
ous color chords; accents certain color notes over 
others; creates the rhythm of the mode; determines the 
tempo of color. Now, there are many tempo-marks in 
music and they run the gamut from slow to rapid move- 
ments—color, too, has corresponding marks and the 
*39 tempo will be decidedly Allegro, and in our modern 
parlance, “Swing.” 

Perhaps this is the psychological reaction to the 
world’s unrest; an effort to escape from the sombre 
mood of internationally disturbing factors. The very 
tenseness of Europe’s nerves and the dread of shadow- 
ing events seems to have acted as the challenge to her 
fashion creators, a stimulating inspiration to develop 
a new type of beauty in silhouette and color. 


IN the Paris Autumn collection color was used in a 
most emphatic way by every leading couturier. More 
than ever before, featured colors were highlighted and 
inspired by dominant period influences such as the 
Louis XIV or Versailles Court fashions. The visit of 
King George and Queen Elizabeth to Paris gave further 
impetus to the royal influence in color. Other colorful 
influences were captured from the remarkable Persian 
Exhibition, the historical Second Empire and the 
alamorous modes of that period—the paintings by Win- 
terhalter of Empress Eugenie and Queen Victoria, which 
the gracious little English Queen brought to life again 
at the glamorous evening functions in honor of their 


Majesties’ visit—the romantic grace of the Florentine 
Renaissance—the paintings of Picasso—the quaint and 
amusing Gay Nineties, as reflected by the clever brush 
of the French painter, Lautrec, the clan plaids of Scot- 
land, etc. 

I believe the red-wine family, such as the Red Bur- 
gundy and Claret shades, both lighter and more frankly 
colorful than the Chateau Wine, will prove to be an 
outstanding shoe color for Spring. 

The brown shoe of reddish and plum cast, such as 
Brown Mahogany, will increase in favor, especially as 
a contrast accessory color. The light tan and rust tones, 
such as Patio Tan and the previously successful Golden 
Havana, will gain in popular acceptance both in tone 
on tone effects, alone or as combining media. 


SIENNA RUST as the lighter rendition of the repeated 
Burnt Earth will continue to hold high style prestige. 
The classic staple brown—India—will continue to sup- 
ply that volume demand, but I believe that eventually 
with favor growing for the more lively, interesting 
browns, such as those with reddish and amethyst under- 
tones, will tend to reduce the fashion significance of 
the darker, more neutral browns. 

The blue shoe has become, over a period of years, an 
important classic staple. The importance of the blue 
family in costumes for next Spring, from the light sooty 
blues, the flower shades and lively navies, give added 
reason for the blue shoe, alone and in contrasting treat- 
ments, to form a definite part of the spring palette. 
But there is one essential phase to be considered, and 
this is that the volume blue shoe must have life and a 
purplish undertone. Our lighter rendition, the Parisian 
Blue, is a successfully repeated shade. No blue should 
be deeper than the repeated popular Marine Blue. 
While the newer red-wine shades are spotlighted and 
the reddish brown to rust tones will be to the fore and 

[TURN TO PAGE 43, PLEASE] 
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The Foot-Joy Catalog 


is yours for the asking 


Foot-Joy shoes fulfill two functions. They 

are styled for the discriminating man who 

values a good appearance and wants shoes 

that are above the average. Then they are na- 

tionally known for their extreme comfort. The Foot- 

Joy chart explains the principle of their construction, 

which conforms to our “cement age" to carry a man's 
weight evenly distributed from toe to heel within the shoe— 
pe ra many tendencies towards arch and other foot 
troubles. 


Send for your copy of the handsome Foot-Joy catalog. The shoes 
are illustrated in full colored photographs from which selection of 
style wanted can be made. We will ship your order, large or small, 
promptly on receipt of order—we carry a complete stock for you 
in most styles, in sizes all the way from 5 to 14, widths AAA to F. 
Shoe shown here is number | 149. 


FIELD AND FLINT CO. 


Brockton Massachusetts 
“Boot Makers to Gentlemen Since 1857” 
Alse makers, Dr. M. W. Lecke and Anatemik shoes for men 


fis 


rT OPFPe FET 





1 FIVE Saturdays in Oc- 

tober! And they should 
be BIG selling days for th’s is 
the very heart of the Fall sea- 
son. But if you want to cash 
in on these Saturdays you 
must PLAN in advance! Plan 
your advertising. Plan your 
windows. Plan your merchan- 
dising. Have one big feature 
item each week. 


THE first order of busi- 

ness today is the weekly 
check of stocks—and you 
should make this check your- 
selfl How else can you keep 
your finger on stock condi- 
tions? A careful check is 
your insurance against over- 
stocks, “outs” and understocks, 
the three worst enemies of re- 
tail profits. 
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SHOE STORE CALENDAR 


6 ARE you pushing the sale 

of boudoir and house 
slippers these cool Fall days? 
You should have a big table 
of them in a prominent spot 
right up in the front of the 
store. The best numbers 
should be in the windows fre- 
quently. They should be men- 
tioned in your ads. Salesmen 
should mention them to cus- 
tomers. 


10 WHAT is going to be 
the feature attraction 
in your windows for the week? 
This is the day for making win- 
dow changes, and it should 
not be a routine job. Your en- 
tire sales promoticn program 
for each week should be built 
around the item or line fea 
tured in your windows. 


13 ARE you suggesting 
rubbers to shoe 
customer in your store? It is 
surprising how many people 
need a pair of rubbers and 
never think of it until you re- 
mind them! Try it. This is the 
season when rubbers are the 
most needed and a little sales 
effort will sell plenty of them. 


3 SOME sprays of Autumn 

leaves, a few cornstalks 
and a pumpkin or two will 
give a harvest season atmos- 
phere to your windows. 
Change all displays today. If 
you have not had a window 
of children's footwear lately, 
this would be a good time for 
one. Arrange a smart women's 
style window. 


7 WHAT are you going to 
do to make Saturday a 
big day? You will have a big 
impressive newspaper ad of 
cousse, with heavy emphasis on 
women's - footwear. A 
good special or two will make 
the ad far more effective. 
Mark down your slow sellers 
and use them for “specials.” 


11 YOUR Hosiery Depart- 

ment needs special 
stimulation from time to time. 
Why not send out a forceful 
mailing card on your best 
selling b in women's 
silk hose, featuring the price 
in a big way. Make one corner 
of the card a membership card 
in your hosiery club so it can 
be detached and saved. 





1 4 TO have a big day to- 

morrow you must ad- 
vertise in a big way today. 
But WHAT are you going to 
advertise? Women's Fal! 
styles? That's the logical thing 
but do not let your ad be a 
repetition of last week's. Per- 
haps the thing to do is to 
feature one price only—your 
best seller. 


for OCTOBER 


THIS would also be ea 

good time for a folder 
or letter promoting children's 
footwear. Those parents who 
did not buy the children new 
shoes for the opening of 
school probably realize now 
that the old ones won't last 
much longer. All they need is 
@ reminder and in they will 
come! 


YOUR windows are 

mighty important factors 
in your Saturday selling. You 
can well afford to spend a lot 
of time in preparing them for 
Saturday, bringing the adver- 
tised styles up front and mak- 
ing feature displays of the 
“specials.” Your display cards 
are important too. See that 
they tell a story. 


15 OF course you livened 
up your windows to help 
draw a Saturday crowd. And 
how about the interior? Do 
you use special table displays 
of such items as silk hose and 
slippers on Saturday? You 
will find such displays will 
pick up a surprising number 
of additional sales for you. 
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Whether you operate a small, average or medium size store, 
every day is OPPORTUNITY DAY for the merchant who is 


alert, enterprising and above all, energetic. Check your stocks 
by all means, but don’t fail also to CHECK YOURSELF and 


your store personnel today, tomorrow, every day during the busy 


business month of October. This calendar will help you do it. 


90 ARE you going to have 
a special Christmas 
trim for your windows and in- 
terior? If you are, then you 
should be planning it and or- 
dering the necessary materials. 
And what about special mer- 
chandise lines for the holiday 
season? If you are planning 
on having such lines, orders 


should be placed. 


94 WHY not put a little 
special selling effort be- 
hind your men's shoe lines 
this week? A good promotion 
can be built around the 
“Winter Weight" idea, of 
heavier shoes for winter days. 
Start things off today with an 
impressive looking window dis- 
play. Arrange an interior dis- 
play too and instruct all sales- 
people to “talk up" the idea. 


98 YOUR big advertising 


theme for today is of 


course Winter Weight foot- 
wear for men and it provides 
an opportunity to promote all 
your men's lines in a smash- 
ing ad. No doubt, you will 
want to advertise women's 
style footwear too but this 
oo be done in a separate 


17 THE month is half gone. 

Is it meeting your ex- 
pectations as to sales? If it 
is not then perhaps you had 
better review your selling plans 
for the balance of the month 
and see if more strenuous ef- 
forts are necessary. Change 
or rearrange all of your win- 
dow displays today. 


9 HOW about an Oc- 

tober selling of hosiery 
as a feature of a strong ad 
for Saturday selling? Hosiery 
needs to be exploited occa- 
sionally, and such an event 
will serve the double purpose 
of calling attention to your 
hosiery lines and stimulating 
Saturday business. You should 
advertise shoes too. 


95 FOLLOW up your win- 
dow on Men's Winte: 
Weight shoes with a mailing 
of some kind today. A letter 
will do, but a circular or fold- 
er will be much better because 
it will get more attention. Use 
the same selling arguments 
used on your window cards 
but elaborate on them. 


99 DID you mark down for 
quick sale the “style” 
numbers turned up in Wed- 
nesday's stock check? Then 
why not place all those num- 
bers in the window as "Satur- 
day Specials.” Make it LOOK 
like a sale and you'll draw a 
lot of window shoppers into 
the store. Feature men's soxs 
on a front table. 


1 YOU have been using 

your mailing list fre- 
quently this Fall, but what 
have you been doing to build 
it up? Do you get the name 
and address of every new 
customer that enters your 
store? Do your salespeople 
appreciate the importance of 
constantly adding NEW names 
to your list? 


99 IF you ran a big ad 
on hosiery last night as 
suggested you should back it 
up with a complete window 
given over to hosiery. You 
need not cut all your prices. 
One special will be enough to 
put over an event of this kind. 
Use big display cards and give 
your window a sales atmos- 
phere. 


9 IF today's check of 

your stocks discloses 
that you have any Fall style 
footwear on hand that is not 
staple enough for Winter sell- 
ing you had better make up 
your mind to do whatever is 
necessary to get rid of it just 
as soon as possible or you will 
take a loss. 


1 YOUR stock must be 

checked again today if 
you are — to maintain 
proper control. When you 
have finished your check make 
a list of the numbers that 
ought to be disposed of. 
Hang this over your desk 
where it will be a constant re- 
minder to you that you have 
money tied up that should be 
released. 


9 Are you getting re- 
sults from your window 
and mailing on Men's Winter 
Weight footwear? Have you 
arranged with all of your sales- 
people for them to telephone 
their personal customers and 
tell them you are making a 
special drive on Winter 
Weights this week? All of 
these things help sales. 


31 TOMORROW starts 

you off on a new month 
and of course you're ready 
for it with an advertising pro- 
gram that will keep you with- 
in your budget and a window 
schedule that gives all lines 
their share of space. Have 
you looked up last November's 
records to see what you did 
then? 





BOOT ano SHOE RECORDER, September 24. 1938 








BOOT ann SHOE RECORDER, September 24, 1938 


FOR AN ANSWER... 


Preventing a “NO” at the crucial moment is an art. Having the right line is ex- 
tremely important in that situation. The man at the fitting stool knows this. Help him 
with the right line. They don't say “NO” when you slip a pair of Hamilton-Brown 
Shoes on their feet. Here is honey-smooth fitting quality, with the sort of styling that 
startles rapturous Oh's and Ah's from feminine lips. The Hamilton-Brown Salesman 
will show you the complete lines. We give prompt attention to your mail orders. 


433-50 FASHION 
CREST... Etta Pattern, 
Black Suede Kid, Com- 
po Black Kid binding, 
Black Patent Leather 
covered Platform Sole, 
17/8 Black Nonscuff 
Cuben Heel, 170 Last. 
AAA 5%-9, AA 5-9, A 
44%-9,83-9 . . $2.75 


129-50 AMERICAN LADY 
Zev Pattern, black lastex 
suede kid, Sbicca, Black 
Patent Leather quarter, 
20/8 Black Nonscuff 
Boulevard Heel, 211 Last. 
AAA 5%-9, AA 5-9, A 
4%-9,83-9... $3.35 


923-40 MAR-V-LUS 
AGE... Barge Pattern, 
Brown Grain Leather, 
welt, natural crepe sole 
and heel, Barge Last. 
AA 5%-9, A 5-9, B 
3-9 

923-45 Same in Royal 
Oak Leather 


716-50 HELENE... Dear Pat- 
tern, Black Suede Compo, 
20/8 Biack Nonscuff Bouvle- 
vord Heel, 21! Last. AA 5-9, 
A 4%-9, B 4-9, C 3-9 . $2.00 


HAMILTON-BROWN SHOE CO., saint Louis 
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GOODYEAR 


GOODYEAR WELT SHOES are readily 
adaptable to the modern platform types 
and provide a wide variety of striking 
effects featuring full platforms with dec- 
orative bindings or beaded welting in 


smart contrasting colors. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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PATTERN AND USE 
TO DETERMINE 
SHOE MATERIALS 


Diwersity of Styles Is Predicted by Retailers at New York 


State Convention, with Kidskin an Important F actor for Spring 


—Platform Soles in Women’s Style Picture, Barge for Men 


Syracuse, N. Y.—What to buy for 
early Spring, and likewise for the 
intervening period after suede stocks 
have been disposed of and before 
customers are ready to consider 
Spring shoes, was the Number One 
problem in the minds of members of 
the New York State Shoe Retailers’ 
Association, gathered in convention 
at the Onondaga Hotel here on Mon- 
day and Tuesday of this week. 

At least so it seemed from ques- 
tions asked at the two Open Forum 
discussions that featured the princi- 
pal convention sessions. Merchants 
came from all sections of the state 
with questions of vital interest in 
their minds, pertaining both to men’s 
and women’s shoes, and the fact that 
the meeting followed so soon after 
the N. S. R. A. Style Conference in 
New York made it possible to give 
quite definite answers to all of the 
questions that were raised. 

It was the twentieth annual con- 
vention of the New York state asso- 
ciation, and the large number of re- 
tailers in attendance offered convinc- 
ing evidence that the shoe retailers of 
the Empire State have a healthy and 
flourishing organization. Leslie Gard- 
ner, of Oneonta, was elected presi- 
dent for the coming year at the con- 
cluding session on Tuesday. 

The program really opened on 
Sunday evening, when the Board of 
Directors met in the Hiawatha Room 
of the hotel, under the chairmanship 
of John Slater, of New York, Chair- 
man of the Board, for a testimonial 


dinner in honor of the retiring presi- 
dent, Ernest A. Beaumont, of Albany. 
Following the dinner there was a 
directors’ meeting, at which reports 
were received from the various offi- 
cers and topics of general trade in- 
terest were discussed. 

Hon. Rolland B. Marvin, mayor 
of Syracuse, was first on the pro- 
gram at the breakfast meeting Mon- 
day morning and delivered an elo- 
quent address of welcome, following 
which President Beaumont turned 
the meeting over to William Pidgeon, 
of Rochester, as chairman of the day. 
Emphasizing the fact that these are 


ERNEST N. PARK 


Past President and Head of Com- 
mittee That Shaped Successful Syra- 
cuse Meeting. 


LESLIE GARDNER 


Oneonta Shoe Man Elected President 
of New York State Association. 


days of great stress which call for 
united action and co-operative effort, 
Mr. Pidgeon spoke of the great value 
of associations in co-ordinating the 
work of the industry. He then pre- 
sented Executive Vice-President L. E. 
Langston of the National Shoe Re- 
tailers’ Association, as a leading ex- 
ponent of organized association work 
among retail shoe merchants. 

Mr. Langston gave a brief résumé 
of the recent Style Conference held 
under N. S. R. A. auspices, told how 
practical style men _ representing 
more than 20 manufacturers met for 
five hours and formulated a report 
covering 167 pages which constituted 
their crystallized viewpoint on the 
important questions of style, and how 
this was used as a basis for the 
Women’s Style Committee meeting 
at the Conference. He described the 
fashion presentation and told how it 
was planned to provide a concrete 
picture of the merchandising of shoe 
styles in their relation to apparel and 
accessories. 


AS a further instance of the work 
which National Shoe Retailers’ Asso- 
ciation is doing for the trade, Mr. 
Langston told how more than 30 
representatives of the association 
went to Washington and worked side 
by side with other retail groups in 
the successful fight to exempt re- 
tailers from the wage and hour law. 
In concluding his address he showed 
the assembled retailers the Color Co- 

[TURN TO PAGE 36, PLEASE] 
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INFLUENTIAL 
This type can recommend your store 


to her friends if she desires, so pay her 
lots of attention, but don’t put it on too 


thick. 
DOUBTFUL 
People who can’t make up their minds 
are usually waiting for a convincing 
person to make it up for them. 


CONFIDENT 
Don’t argue with this type. They 
know best, and that’s all there is to it. 
State your points clearly and pleas- 
ingly, but if they still insist on their 
own way, give it to them. 


EXCLUSIVE 
Play up your line and service to this 
type. 
OLD-FASHIONED 
You can lead a horse to water, but 
you can’t make him drink. This type 
looks for comfort above style. 


ONE-STORE BUYER 

Convince this customer that she is 
buying comfortable footwear, not store 
service. 

MODERN 

Always interested in something new. 
They'll probably try on everything 
you've got, but they'll buy something. 


NON-CONVINCIBLE 
Sell them what they want, after 
you’ve told them what’s best for their 
feet. 
FACTORY CUSTOMER 
Interested in comfort and price above 
all else. 
NARROW-MINDED 
Must be sold what they want, after 
explanation of what’s best for their 


feet. 
NEWLYWEDS 
Very gullible. They'll ask for your 
advice and accept your suggestions on 
style and size, as a rule. 


SHIFTING 
Such a customer doesn’t know what 
he wants. You must finally select one 
pair of shoes and say that the pair is 
best for this person. Help them make 
up their minds. 


TOUGH 
Be nice, but don’t let them step all 
over you. Dignity goes a long way 
with such people. 


SALESMEN 
They like to know the why and 
wherefore of everything. Give them a 
real “line” with both barrels full. 


OUT-OF-TOWN 
Show them especial care. Tell them 
you know they will want to come back 
for more shoes that fit so well. 
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37 Varieties of Folks Who Buy Shoes 


[CONTINUED FROM PAGE 17] 


TALKATIVE 

Listen attentively, but finally center 
attention on shoes and proper fit, style 
and price, and you'll make a sale, with 
your advice being accepted on many 
matters. This kind of person is just 
blowing off steam, with the clerk as 
the patient listener. But don’t let them 
inveigle you into personal gossip. 


INSULTING 
Think twice before you answer this 
kind of person. Remember, “A soft 
answer turneth away wrath” and 
shames the other person, too. 


IRRITABLE 
An irritable person is a nervous per- 
son. Be patient, and firm with them, 
and put them at ease. Oil quiets 
troubled waters. 


STINGY 
Never shame this type. Show them 
various price ranges, then let them 
make up their own minds. 


HURRYING TYPE 
Don’t aggravate such a person by 
slow motion stuff or drawn out ex- 
planations. Hurry a little, too, but 
make a good sales presentation and 
give a proper fit. 


CULTURED 
Watch your English and your slang 
phrases and your posture and manners. 
Be quiet, attentive and courteous, and 
you'll have a regular customer. 


DELIBERATE 

Don’t hurry this type into making a 
choice. Such a customer likes to take 
his time and think things over. Be 
patient, attentive, and you'll make a 
sale. 

Customers have their individualities, 
and the shoe clerk who is able to size 
up a customer and act accordingly will 
have a better sympathetic understand- 
ing of customers’ viewpoints. The lack 
of this understanding makes the differ- 
ence between the HARD customer to 
sell and the EASY one. 


Merchants Stage Dramatic 
Opening 


Be.oit, Wis.—Local merchants ob- 
served their Fall opening recently with 
entertainers performing on the down- 
town streets from 7.30 p. m. to 9.30 
p. m. Cooperating shops included the 
Bata Shoe Co., J. W. Bean, Big Shoe 
Store, Masters’ Shoe store, Stanton 
Shoe store, Tradehome Shoe Co., James 
Mills & Co., Murkland’s and the Walk- 
Over Shoe store. Entertainers included 
a German band, Alpine serenaders and 
a barn dance troupe. Hundreds of 
people were attracted to Beloit’s busi- 
ness district by the opening. 





Spring Leathers on Display 


[CONTINUED FROM PAGE 15] 


of style colors and are effective in the 
lighter tones as trimming on white 
shoes. 

“Llama calf” is a classic but has a 

new importance in this season of many 
kinds of surface interest. Some pull- 
overs showed how adaptable this leather 
is to dressy patterns in bright colors. 
In fact, most of these grained, crushed 
or embossed leathers look well in dressy, 
as well as in walking or sport types. 
The surfaces are effective in bright 
colors and give a new interest to all 
white shoes—all points to make these 
leathers favorites for resort and Sum- 
mer wear. 
In genuine types, there are alligator, 
lizard and snake skins in a variety of 
bright Spring colors. Genuine pin seal 
and baby (water) buffalo were also 
shown in more practical colors. 

The emphasis on these leathers does 
not mean that they have taken the 
place of the standard smooth and 
sueded leathers. Calfskins, supple and 
glowing, in all the leading Spring 
colors, will continue to be seen on mil- 
lions of well-shod feet this coming year. 
Patent, still smartest in black, will be 
a Spring leader, and will certainly have 


considerable play in the new pastel or 
brilliant tones. Glazed kidskin con- 
tinues its steady progress and will be 
unusually important this Spring. Like 
calfskin, it is ideal for showing color 
tc the best advantage. Suede will again 
be seen in dressy Spring shoes, some- 
times in combination with a smooth 
leather. And in every case, where these 
leathers were shown in white, they 
were very effective and beautiful. 

No report of the Leather Show for 
Spring, 1939, would be complete with- 
out some mention of the developments 
in elasticized leather. This treatment 
has been receiving so much recognition 
this Fall that manufacturers and mer- 
chants are making it an important part 
of their Spring plans. 

While the Leather Show was in prog- 
ress at the Waldorf-Astoria, just a 
stone’s throw away at the Belmont- 
Plaza, another exhibition of allied shoe 
industries was being held by leading 
designers and manufacturers of shoe 
materials. Here shoe manufacturers 
were able to see pullovers made with 
elasticized leathers and to form some 
idea of the types of patterns and of 
leathers for which it is most suitable. 
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4 «START 


te 
WITH THE [-star LINE’ 


OU den’t have to wait until Christmas to 

find out what slipper line is the money- 
maker. Daniel Greens will again be your star 
performers—this year as every year. What it 
takes—they’ve got! 
Now is the time to promote them. Summer is 
over—the indoor season is on. Right now, 
5,400,000 readers of The Ladies’ Home Journal, 
Good Housekeeping and Vogue are admiring 
the new Daniel Green models for fall. Beauti- 
ful pages in color and black and white are 
urging them to “dress up” in Daniel Greens 
for daytime, evening and bedtime wear. 
Don’t disappoint your best customers. Check 
your stocks and order the styles and sizes 
they'll be asking for. We can give you im- 
mediate delivery. 


DANIEL GREEN COMPANY, Dolgeville, N. Y. 


* 
* 


* 


* 


* 


THE SEASON 


DANIEL GREEN 7-STAR PROFITS 
Maintained mark-up. Assuring protection, mini- 


mum mark-downs, dependable profit. 
Efficient in-stock service. Meaning minimum 


stocks, little or no carry over, fast fill-ins. 
Consumer acceptance. Years of big-time national 
advertising have made Daniel Green the best 
known slippers in the world. They sell easier, 
faster and command better prices. 


Style leadership. Daniel Green styling and ad- 
vertising have put slippers into the fashion pic- 
ture. Colors, fabrics and models galore. 

Highest quality. Only the best goes into Daniel 
Greens. Every sale makes a friend. 

Superior fit. Thorough, careful workmanship and 
an unusual size range mean a perfect fit for every 
customer. No returns to cut down profits. 


Point-of-sale helps. Colorful displays, counter 


cards and newspaper ad cuts supplied free. 


DANIEL GREEN 


YOUR ALL-STAR ft. PROFIT-MAKER 








[36] 





BOOT anv SHOE RECORDER, September 24, 1938 


Pattern and Use to Determine Materials 


[CONTINUED FROM PAGE 33] 


ordination Charts which the association 
has developed, both for men’s and 
women’s shoes, and told of the enthusi- 
asm with which they have been re- 
ceived, although they had been issued 
hardly more than a week. 

Newton D. Bartle, manager of the 
Syracuse Retail Credit Bureau, fol- 
lowed Mr. Langston with a brief 
address which brought out a number 
of interesting questions. 

In opening the forum on coming 
styles, Mr. Pidgeon raised the question 
of what is to follow the women’s shoes 
which retailers are now selling and 
how important the “barge” or “dog- 
house” shoe will become in men’s vol- 
ume. 

Harry Ehrenpreis, of Flah’s, Syra- 
cuse, declared that in his judgment 
women who have bought gabardines 
this year will come back for more next 
Spring. He predicted that a good many 
more kid shoes will be sold, largely be- 
cause “manufacturers are learning all 
over again how to style kid shoes so 
they look like something.” 

Harris M. Barnes, of Ault-William- 
son Co., asked what will sell before 
gabardines, which should come in 
around February, and Lee Langston 
answered the question by reading from 
the report of manufacturers’ style men 
who met just before the Style Confer- 
ence. This report mentioned patent 
leather, kit or calf, gabardine, elas- 
ticized and crushed leathers, suede and 
reptile, but declared it was impossible 
to assign each to its relative position 
due to present uncertainties. Materials, 
it was reported, will depend largely on 
patterns and the use for which shoes 
are intended. 

The platform shoe was the subject 
of an interesting discussion, Harry 
Hamilton, of United Shoe Machinery 
Corporation, declaring that it seems 
definitely in the style picture because it 
offers something new in novelty foot- 
wear. Some felt that the wedge sole 
shoe has passed its peak and is on the 
way out. 

Jesse Adler, of New York, led the 
discussion of men’s shoes and declared 
that the last variously described as the 
“barge,” “doghouse,” or “scow” will 
have a definite place, both in crepe and 
leather sole types. Thick soles generally 
are gaining acceptance, both in leather 
and crepe, and should be encouraged 
because they mark a seasonal departure 
in men’s shoes, and thus create a fresh 
sales opportunity. He declared that 
tans will be very good, both in medium 
tones and through the darker shades. 

The ballroom of the Onondaga Hotel 
was filled Monday evening, when the 
convention banquet was held, with Re- 
tiring President Beaumont as toast- 
master. Speakers included John Slater, 
of New York; L. E. Langston, executive 
vice-president of N.S.R.A.; Henry W. 
Cook, head of A. E. Nettleton Co., who 


extended greetings on behalf of that 
Syracuse shoe manufacturing organiza- 
tion and welcomed the shoe merchants; 
John E. Whittemore, former president 
of N.S.T.A.; Jesse Adler, and a number 
of past presidents of the association in 
attendance at the convention. The prin- 
cipal speaker of the evening was Rev. 
Luther Wesley Smith, D.D., who gave 
an eloquent and enlightening address 
on “The Amazing Paradox of Modern 
Europe.” 

One of the highlights of the evening 
was the presentation of a gold wrist 
watch to Ernest N. Park, of Syracuse, 
who was the association’s first presi- 
dent when it was organized in 1919, 
has served it continuously in various 
capacities and acted as chairman of 
this year’s Syracuse convention com- 
mittee. Rollin Tuttle, of Gilbert Shoe 
Co., entertained with whistling and an 
ochestra and quartet provided music. 

Discussion at Tuesday’s Open Forum 
covered a wide range, from the possi- 
bilities of lower floor departments in 
shoe stores to the most satisfactory 
dates for the next convention. Harry 
Ehrenpreis, of Syracuse, conducted the 
session in an efficient and interesting 
manner, calling upon many speakers. 
The dates for the next convention were 
left to the executive committee and the 
directors. Under the rotation plan 
adopted some years ago, the 1939 meet- 
ing is expected to go to Rochester. 

The report of the Nominating Com- 
mittee was adopted, and the following 
officers were elected by acclamation, in 
addition to the new president, Leslie 
Gardner, of Oneonta: First vice-presi- 
dent, Edward M. Flynn, Niagara Falls; 
second vice-president, Fred J. Goetz, 
Amsterdam; third vice-president, Paul 
V. Herron, Ithaca; fourth vice-presi- 
dent, Ernest R. Park, Rochester; trea- 


surer; John J. Meara, Schenectady; 
chairman of the board of directors, 
John Slater, New York; chaplain, Wil- 
liam Pidgeon, Rochester; secretary, 
Harry A. Chase, Rochester. 

Before adjournment, President Gard- 
ner announced the appointment of the 
following executive committee: Ernest 
A. Beaumont, Albany; Don J. Burke, 
Rochester; Ernest N. Park, Syracuse; 
Jesse L. Patton, Schenectady; Harold 
A. Read, Binghamton. 


Stage Impressive Promotion 


Los ANGELES, CALIF. — The J. W. 
Robinson Co. Shoe Salon staged a most 
impressive shoe promotion. Page ad- 
vertisements in the local newspapers 
were backed by a showing of five large 
window displays in the best shopping 
windows of this establishment. Shoes 
in this department range in price from 
a few at $11.75 up to $35 with the 
action on the middle grades around 
$14.75 and $16.75. Manager Paul 
Kirsh is finding the best play on the 
$19.75 numbers that the department 
has ever experienced. “They are really 
being selected by a much larger num- 
ber of our patrons than we dared to 
anticipate,” he said. 

Robinson carries one of the few 
major stocks of fine footwear in the 
country. This was just suggested in 
their advertising copy which read, “You 
probably know Robinson’s reputation 
for surpassingly beautiful shoes. But 
did you ever wonder how it is almost 
always possible to find at Robinson’s 
the size you need in the pattern you 
want and the color you want? For in- 
stance, a complete size range (with 
several pairs in each of the commoner 
sizes, at least one in the rarer sizes) 
in only four colors requires about 400 
pairs in a given pattern. Yet, debutante 
and matron, business woman and sports 
enthusiast, alike, find individual ac- 
commodation at Robinson’s.” 





“Animated Cobbler” 


Featured in Window 
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Leyboidh. 


TRUS PROSPECT OF YOURS / 


‘¢, / If he’s a worthwhile pros- tisements that will help your salesman get 
UTC pect he has plenty to do. a bit of that prospect’s time when next he 
But often he will work himself into a dither calls. 

of frenzied activity the minute your sales- 
man walks in. Mighty effective salesman- 


proof mask, too. 


The editorial money’s worth of Boot and 
Shoe Recorder can be gauged by the fact 


that its readers .. . your busy prospects . . . 


But every now and then this prospect of pay willingly for their subscriptions. They 
yours hangs up his mask of sales resistance 


and relaxes while he concentrates—concen- 
"trates on the news of shoe styles, leathers, 


materials and the progressive ideas brought 
to him each week by Boot and Shoe Recorder. Reach your busy prospects, while 


they are in a receptive mood. It will work 


pay twice in fact, once in cash and again in 


the time they spend in reading. 


Put your advertising in Boot and Shoe 


Recorder. Here you get a chance to com- 
mand his undivided attention—with adver- for your salesmen between their calls. 


standards and pub- 
lishing integrity. 7 bears the twin hall-marks of known value » 


Highest editorial BOOT AND SHOE RECORDER Proved reader in- 
terest in terms of 


paid circulation. 
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WITH INSOLE 
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PLANET SOLE ROUNDING MACHINE — MODEL E 


The Planet Sole Rounding 
Machine — Model E and 
G/C Splitting Machine — 
Model E are available to 





‘all Sbicca-Del Mac licensees 
INSOLE 


INSOLE RAND 
REMOVED 











WG SPLITTING MACHINE — MODEL E 
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for PRECISION 





FOR LOCKSTITCH 
SOLE 
ATTACHING 


Shiecn-Del Mac process of stock fit- 
ting requires particular accuracy and 
uniformity in the preparation of out- 
sole and innersole. Because both 
pieces are derived from one sole, 
precision in sole rounding and sole 


FOR CEMENT splitting are very important. 


“byes NC The soles of Sbicca-Del Mac shoes may 


\ be attached by any of four standard 
processes: Cement — Lockstitch — 


f is a m=) McKay Sewn — Goodyear Welt. 
wey. 


Pe ~ RR. 
—— 


Complete WAC Equipment for stock- 
F ‘ @t SOLE 
fitting and attaching the soles of — stitcnins 
MACHINE 
Sbicca-Del Mac shoes affords manu- “PEL S 
facturers the advantages of maximum 
operating economy at lowest avail- 


able machine costs. 


4 


| @ CEMENT SOLE ATTACHING 
MACHINE — MODEL B 


apg, FS 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Every Woman 


SIZES-—AAA-S 2/9; AA-S/9; A-5/9; 
B-4/10; C-4%/10; D-5/10. 





BOOT anp SHOE RECORDER, September 24, 1938 


Ahoy for the Boat Type Shoe 
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and sturdy. They look a little tough 
and that is just what a real boy wants. 
The manufacturer who is the pioneer 
in these shoes for boys is taking special 
pains to keep that look. The seams on 
the vamp have not been smoothed down. 
Brass eyelets are being used to add to 
the doggy look. 


Swagger and Sloppy 


It is just these qualities that are 
making these shoes so popular also 
with the older boys and girls. They 
may not want to look tough but they 
do want a certain swagger air about 
their sport clothes. And they also want 
to look sloppy. Parents may still ex- 
pect the same struggle for clean shoes 
as they had with the saddle oxford, 
and the same results—the boys and 
girls are bound to wear them dirty and 
that’s the end of that. 


Crepe Seles Mest Popular 


The most popular type has a thick 
rubber crepe sole but most manufac- 
turers are making them also with 
leather soles for town use. This is not 
nearly such a favorite, however, as 
the rubber-soled more country-like pat- 
tern. The illustrations on these pages 
show how different manufacturers vary 
the appearance by changes in the treat- 
ment. Favorite colors are beige, brown, 
and a little blue for girls. 


Histery of the Walled Last 


Hundreds of years ago this shoe 
originated in the mountains of Europe 
where the peasants needed to protect 
their feet from rocks and falling stones. 
We have all been familiar with this last 
on ski boots. But it was only three 
years ago that an American manufac- 
turer, cooperating with an Austrian 
designer, put on the market a man’s 
walking shoe built on a genuine Ty- 
rolean peasant last. It was instantly 
successful and orders came in from 
all parts of the world. This was fol- 
lowed by a shoe in women’s sizes by this 
same manufacturer and a few others. 
One leading ski boot manufacturer 
made his first shoe on a modified ski 





boot last. From the beginning the mar- 
ket for these shoes has grown steadily. 
Now the school and college trade has 
extended it enormously. 


Ne Age Limit 


It would be foolish to limit this shoe 
to that age, however. Many other girls 
and women will probably wear them 
for walking and sport and possibly 
dancing, if it repeats the history of the 
saddle oxford (as told in our story in 
the Recorper for June 4 of this year). 
It is also made as a golf shoe with ad- 
justable spikes and may well become 
an important item in that field. 


Flatters Ankle 


The final reason why this shoe is 
growing so in popularity for girls and 
smart young women, is that it is ex- 
tremely flattering to the ankle. A slen- 
der ankle, looking even more slender 
above a bulky foot which, in this shoe 
with the walled last, has that new 
clumsy, chunky look, so important in 
the general fashion picture of the 
season. 


To Open in New Location 


New ORLEANS, LA.—With B. G. Fer- 
nandez at its helm, as he has been for 
the past 25 years, the Regent Shoe 
Store will open in its new location, 120 
St. Charles Street, in just a few days. 
A unique front of stainless steel with 
silver finish, will be an utterly new 
departure for New Orleans stores. 
Above its awning the store front will 
be of black Vitrolite for setting off its. 
name-plate. Air conditioned, and mod- 
ernly constructed window displays, ter- 
razzo vestibule with concealed lighting- 
and modernistic fixtures, the store will 
be a valuable acquisition to the St. 
Charles Street line-up near Canal 
Street. For years Regent has been on 
St. Charles Street. Men’s and boys” 
popular-priced shoes have always beem 
sold and will continue to be the stock 
in trade. The management has spent. 
weeks in working with the designers. 
and in many instances new shoe models 
were made up especially for the new 
store. 


Summers Named Assistant 


General Manager 


INDIANAPOLIS, IND. — George J. 
Marott has announced the appointment. 
of Harry T. Summers as assistant gen- 
eral manager of the Marott Shoe Store, 
and to assist in buying merchandise in 
all departments. 

John Bevard will succeed Summers. 
as manager of the women’s department. 
Harry Frame will become assistant 
manager of the department. 

Mr. Marott will continue to serve as 
general manager and will take am 
active part in the business. 
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THIS WEEK IN 


Saturday, September 24, 1938 


National News 





Record Attendance at Tanners’ Show 





Registration Shows Gain of 15 Per Cent Over Last March— 
Recovery Outlook Prompts Unusual Interest in 
New Colors and Surface Treatments 


New York—lInterest in the Leather 
Show and Spring Style Conference, 
held last week at the Waldorf-Astoria, 
was heightened by signs of recovery 
in the shoe and leather trades during 
recent months, and general optimism in 
the future outlook. According to J. 
Louis Nelson, secretary of the Tanners’ 
Council, attendance at the show was 
the largest in several years with over 
1800 shoe retailers and manufacturers 
registered in addition to the tanners. 
Total registration showed a gain of 
about 15 per cent over last March and 
of about 10 per cent from September, 
a year ago. Lee Langston, executive 
vice-president of the National Shoe Re- 
tailers Association, stated that the re- 
tail trade manifested particular inter- 
est in the display of Fall footwear. 

Business, although not outstanding, 
was good with the majority of business 
done in Fall merchandise. A good bit 
of business was done on the Spring 
sampling. 

One of the surprising results of an 
industry-wide survey of its members, 
completed recently by the Tanners’ 
Council of America, on recent move- 
ment of leather, customers’ inventories, 
as well as the outlook for shoes and 
leather during the remainder of 1938, 
was the unanimity with which various 
aspects of the outlook were viewed by 
the trade. Practically all tanners, in 
the various centers covered by the sur- 
vey, agreed that general business 
activity was on the uptrend and further 
improvement would be seen. While re- 


tail demand for shoes has been rela- 
tively well maintained, rising indus- 
trial activity is expected further to 
stimulate sales volume in footwear and 
hence leather. Trade estimates of shoe 
production for the second half of 1938 
varied only in the extent of gain ex- 
pected over 1937. Tanners placed total 
production of shoes for the second 
half year at 197 million pairs, in com- 
parison with 178 million in the like 
period of 1937. This view confirms 
opinion in local shoe and leather circles 
that the shoe industry may shortly be 
among the first lines to cross 1937 
production levels. If production during 
the current six months reaches the 
average estimate, output for 1938 
would amount to 380 million pairs com- 
pared with 412 million last year and 
361 million in 1929. 

In spite of firmer prices during the 
past two months 93 per cent of tanners 
maintained their customers have not 
yet covered ahead. Apparently, incen- 
tive was lacking to build leather in- 
ventories although market activity in- 
creased substantially. Consequently, 
with almost no exceptions, tanners 
stated their customers’ stocks were 
either low or moderate, with the first 
condition predominating. 

In view of the reduced state of cur- 
rent leather inventories held by manu- 
facturers, 95 per cent of tanners 
thought an increase in demand would 
soon be witnessed. In a majority of in- 
stances it was felt that more active de- 

[TURN TO PAGE 52, PLEASE] 


Rivers Joins F. E. Ballou Co. 


PROVIDENCE, R. I.—George R. Rivers, 
for many years associated with the 
Heywood Shoe Store, Worcester, Mass., 
has become associated with the F. E. 
Ballou Co., according to an announce- 
ment made by Harold Ballou, presi- 
dent and general manager of the com- 
pany. Mr. Rivers will work with Mr. 
Ballou in the management of the shoe 
business. Edward J. Burrill, manager 
of the women’s department for several 
years, is now at Gladding’s shoe de- 
partment. Members of the Ballou or- 
ganization feted Mr. Rivers recently 
with a dinner at the Crown Hotel. 

The “Purchases Make Jobs” drive 
has been contributing materially to- 
ward improved retail sales, according 
to a statement by F. E. Ballou, founder 
and chairman of the board of directors 
of the Ballou company, who predicts 
the best Fall season in the retail busi- 
ness in five years. 

“Many local industries are already 
operating far ahead of the schedule 
previously anticipated. Many employees 
have gone back to work during the 
past six weeks. The volume of home 
building and home construction is en- 
couraging. All these trends point to a 
successful Fall season for Providence 
merchants,” says a Ballou statement in 
regard to the current sales drive. 


Morris Rosen Convalesces 


MEMPHIS, TENN. — Morris Rosen, 
southeastern representative of the 
United Shoe Manufacturing Company, 
St. Louis, recently underwent an oper- 
ation at the Methodist Hospital, 
Memphis. He is now convalescing at 
his home, here and expects to be back 
in his territory within a short time. 
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E. T. Wright Sales Meeting 
Held 


RocKLAND, Mass.—E. T. Wright & 
Company, manufacturers of men’s 
shoes, held a sales meeting recently in 
the John Hancock Room of the Hotel 
Statler, Boston. The program included 


A. W. DONOVAN 
President E. T. Wright & Company 


a greeting by J. A. Munroe, sales man- 
ager; a talk on “Fall and Winter Na- 
tional and Dealer Help Campaign” by 
L. McCarthy, advertising manager, with 
an explanation of how this campaign 
can be of help to E. T. Wright custom- 
ers; Joseph Badger, president of Bad- 
ger & Browning, Inc., gave the results 
of a consumer survey proving the im- 
portance of correct fitting and comfort. 
Everit B. Terhune, president of Boor 
AND SHOE RECORDER, spoke on “Ethics 
and Profit in Business,” which was fol- 
lowed by a talk by M. C. Blackwood, 
New England representative of Es- 
quire, on “Selling Through National 
and Trade Advertising.” Arthur D. 
Anderson, editor of Boot AND SHOE 
RECORDER, spoke on “The Retail Sales- 
man—the Most Important Cog in the 
Shoe Industry”; Mr. Munroe explained 
the policies of the company, and A. W. 
Donovan, president, addressed the 
meeting. 

Luncheon was served to salesmen, 
foremen and guests at the closing of 
the meeting, after which Sidney Felton, 
director of E. T. Wright & Co., spoke 
very interestingly on the information 
covering the political situation which 
he had gathered on his recent and ex- 
tensive trip through Europe. 

The three days previous to the meet- 
ing the salesmen had spent in Rockland 
inspecting and learning about the new 
factory equipment and learning of the 
improvement process which is now more 
than 70 per cent completed and which 
is making the factory one of the most 
highly modernized in the industry. The 
very latest types of precision shoemak- 
ing machinery have been installed, all 


These superlative little shoes 
exercise a big influence. They 
are Flexible Hard Soles (2-8), the 
sturdiest in the famous Mrs. 
ee s Ideal line, and the logical 
for youngest shoes in juve- 
We shee departments. Mothers 
8 have eit Ideals bu 
them without resistance. St 
them, as do hundreds of re- 
tailers, and see how they in- 
fluence business! 


MRS. DAY'S 
IDEAL BABY SHOE 
COMPANY 


DANVERS, MASS. 
Manufacturers of Fabric—Cushion—Soft 
Sole—intermediate and 


FLEXIBLE HARD SOLES 
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machines in the factory have been indi- 
vidually motorized and new daylight 
lighting arrangements have been in- 
stalled. 


Novel Sale Draws Much 


Interest 


ScHENEcTADY, N. Y. — The Walk- 
Over Shoe Store at 420 State Street, 
here, enjoyed excellent business during 
their - recently-held 24th anniversary 
sale, much of it due to a novel idea car- 
ried out during the sale. Advertised 
as the “Alarm Clock Special,” the idea 
was that an alarm clock was installed 
in each of the seven fitting sections of 
the store. If the alarm rang in the 
section in which a customer was being 
fitted, the customer enjoyed having an 
extra dollar knocked off the purchase 
price of the shoes which were also ad- 
vertised as 10 per cent off the regular 
prices. 

This novel idea caused a great deal 
of comment on the part of customers 
and brought much new business to the 
store. 


Hutcheson Opens New Store 


SaLemM, On10—R. L. (Dick) Hutche- 
son has opened a new shoe store at 
350 East State Street, here. The new 
shop is up-to-date in every particular 
and will handle Brownbilt shoes ex- 
clusively. 
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Color . . . Tempo ’39 


[CONTINUED FROM PAGE 26] 


may cut into the volume of the blue 
shoe, nevertheless, I have confidence in 
its being an important factor for 
Spring promotion. 

Not for many long years have there 
been so many new and fascinating de- 
velopments in shoecraft. Consider the 
platform sole. By no means have shoe 
creators exhausted its variations. Smart 
women adore them. 

Again consider the heel, another in- 
teresting theme. The 1939 Edition will 
be in the spotlight, because of the 
wedge, the spool and the new clog 
versions. These new ideas of line also 
offer new color adaptations. 

Consider the introduction at the 
Autumn collections of the ankle high 
evening boots in gay colors matching 
either dress or its contrasting trim- 
ming, or gloves. These also appeared 
in black and dark colors for cocktail 
and day dresses. One cannot but be 
skeptical about these bottines, but at 
least it must be said that color has 
definitely played a leading role in their 
launching and color will be a _ real 
factor in their promotion. 

Again color comes to the fore with 
new and intricate stitching as an in- 
dividual motif—these, too, suggest har- 
monizing, or contrasting color applica- 
tion: 

Though decidedly in fashion, the con- 
trast shoe, as always, cannot be ex- 
ploited in the volume sense as to self 
or monotone shoe. This applies to color 
with white or with black. Both the all- 
white and the all-black shoe continue 
to be very important factors in volume 
merchandising. I believe, however, that 
high fashion is also interested in white 
combined with colors like Burnt Earth 
and Sienna Rust, with Red Burgundy 
or Claret and with Parisian Blue, 
expecially for spectator sports. 

You may wonder why I am not men- 
tioning grey, green, beige or plum tones 
or the pastels and the gayer sport 
shades—but since your Committee 
meets with the T. C. C. A. in a few 
days to consider the question of addi- 
tional high style Summer colors, I feel 
that I must refrain from analysis of 
other colors until after your commit- 
tee’s decision. 

The evening shoe mode will stress 
gold, silver and colored leathers, in 
lively pastel tones, or the violine shades 
harmonizing or contrasting with the 
gown. The same color theme will apply 
to fabric or ribbon sandals but in less 
proportion to the leather interpreta- 
tions. 


Collegiate Trends for Fall 


Denver, Coto.—The shoe market for 
Fall, 1938 looks comparable to 1937, 
according to the Fontius Shoe Co. 
Last year’s demand set a new record 
in this western city, and indications 
taken from late-summer sales and re- 
quests are similarly optimistic. The 
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“Feather-Eze” Shoes are extremely flexible . . . 
anatomically correct . . 


STOCK 


CONCENTRATION and special- 
ization in shoes for the baby not 
only lay the foundation for a suc- 
cessful juvenile business but also 
build enduring good will with 
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Children 


SHOE 
By WATERBURY 


“Feather-Eze” shoes meet 
every requirement of a correct 
shoe for tots backed by the tra- 
ditional high quality of Water- 
bury materials and workmanship. 


* Registered U. S. Patent Office 


THEY TWIST 
light in 
. specially designed and 


In white elk, unlined boots and ox-, 
fords in pattern illustrated. Sizes: 2 
to 8; B to E. 


Also, in white elk and white suede 
boots and oxfords, lined, plain toe. 
Sizes: 2 to 8; B to E. 


“Feather-Ezse” Shoes should be available in every 
modern children's department. 


Send for Folder and Price List 


S. WATERBURY & SON CO. 


QUALITY FIRST SINCE 1820 


62 SCHENECTADY AVE. 


BROOKLYN, WN. Y. 





style trend again is to collegiate models, 
with suedes in four or five shades lead- 
ing, with ties and pumps to the fore. 
Fontius Shoe Co. is matching suedes 


with unusually clever displays of 
hosiery, fine bags and gloves, and an 
exceptional assortment of costume 
jewelry and accessory ensembles. Gros- 
grain trim will be almost as popular 
for the coming season as before. Heels 
are medium, and ties ranging from one 
to four varieties appear to be spot- 
lighted. 

The collegiate “wedge” and woman’s 
Norwegians are definitely slated for 
the top campus spots in Colorado, with 
a variety of rough finish leathers pre- 
dominating. Contrary to a recent fore- 


cast, the “wedge” came in too late for 
collegiate wear this year and conse- 
quently will have at least one full sea- 
son of popularity in Colorado college 
circles. 

Men’s shoes have shown a tendency 
to separate into extreme sport and ex- 
treme dress styles for 1938. Most 
popular of sport models for men is the 
wing tip heavy blucher, with a thick 
natural crepe rubber sole, in luggage 
tan, or deeper browns. Dress shoes are 
swinging to custom models with plain 
toe, or those with a minimum of punch- 
ing. Men’s “Weejuns” will bear the 
brunt of the college trade, probably re- 
placing the heavy-lacing moccasins of 
last year. 
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Bowling Shoes 


Right Foot Rubber 
Sole — Left Foot 
Horse Butt Sole. 
%"* cubber heel. 
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Store Fixtures 
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HOWELL 
CHROMSTEEL FURNITURE 
FOR SHOE STORES 


Your customers will like the modern style 
and comfort of Howell Chromsteel. You'll 
like the way it looks and wears.Write for 
Catalog of Shoe Store Equipment now. 
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Plans Laid for Convention 


Detroit, Micu.—The State Conven- 
tion Committee of the Michigan Retail- 
ers and the Shoe Travelers met last 
week and discussed details for the com- 
ing convention to be held in Detroit. 
R. E. Schmidt, of Hillsdale, president 
of the Michigan Retailers; F. J. Mc- 
Closky, president of the Shoe Travel- 
ers; Herman Meyer, Clyde Taylor and 
Norman Hack, were among those 
present. 
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R. Mermelstein Joins 
Hamilton-Brown 


New YorK — Ronnie Mermelstein, 
well-known local representative of the 
Devine & Yungel Shoe Mfg. Co., Har- 
risburg, Pa., has resigned from that 
firm to go with the Hamilton-Brown 
Shoe Co., St. Louis, Mo., where he will 
be in charge of the welt division at the 
Boonville factory of the company. 


RONNIE MERMELSTEIN 


Mr. Mermelstein was connected with 
Devine & Yungel for several years in 
the New York territory, making his 
headquarters at the company’s local 
office in the Marbridge Building. A 
member of the Shoe Club, he served on 
various committees and was instru- 
mental in the success of various affairs 
held by the club among which were the 
golf outings which, as chairman of the 
golf committee, he so successfully plan- 
ned and carried out. 

Mr. Mermelstein will make his home 
in St. Louis and his many friends in 
the local shoe trade, although sorry to 
have him go, join in wishing him suc- 
cess in his new connection. 


Rochester Shoe Travelers 
Disband 


RocHester, N. Y. — At a special 
meeting recently of the Rochester Asso- 
ciation of Traveling Shoe Salesmen, or- 
ganized in 1911, it was voted to dis- 
band. Lack of interest in its original 
objects.and loss of members were the 
determining factors. The last annual 
meeting in December was poorly at- 
tended and so many of the active mem- 
bers had resigned since, that Secretary- 
Treasurer C. B. Rowley took a refer- 
endum vote by mail and at the final 
meeting it was formally decided to 
“throw up the sponge.” 

J. P. Beatty, elected first president 
29 years ago, was remembered at the 
final session. He is ill abed at his home, 
195 Dartmouth Street, and the balance 
in the treasury, after remitting six 
months’ dues to members in good stand- 
ing, was used to purchase a beautiful 
basket of cut flowers to be sent him 


TRAIL BLAZER 


SALES BLAZER 
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MADE BY 
G. H. BASS & CO. 





with the association’s affection and 
sympathy. 

The “Ratss,” as this body was popu- 
larly known, thrived before the ‘World 
War, when Rochester was a large shoe 
manufacturing center. It introduced 
the first style show with living models, 
since copied by state, regional and na- 
tional associations, which brought buy- 
ers to Rochester from many points and 
was of much value in introducing 
Rochester and Western New “York 
shoes in many stores. The association 
for some years had club rooms in 
Powers Hotel. At one time it had more 
than one hundred members, but at the 
end only 13. Early presidents included 
J. P. Byrne, E. E. Evarts, G. A. 
Schaub, Ed. Hafertepen, James M. 
Borland, M. C. Smith and C. J. Vegiard, 
all deceased, and Fred S. Brill, Harry 
M. Joy, Charles W. Anderson, C. B. 
Rowley and Frank W. Rice. It was af- 
filiated with the N. S. T. A. and in 1916 
entertained the national convention of 
that body in Rochester. 


New Pollock Store Opened 


CHATTANOOGA, TENN. — Pollock’s, 
Inc., southern shoe chain, held the 
formal opening of their new store in 
this city at 722 Market Street, on Wed- 
nesday evening, September 14. 

Music was provided during this 
initial showing to the public and 
flowers were given to women visitors. 
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The Market Is Calling 


all buyers—wanting the latest and best— 
tested by comparison. 

No other shoe center gives to buyers 
the chance for a choice obtainable in the 
Marbridge Building. 

When in New York—be neighborly—a 
welcome awaits you on every floor. 

D. S. MACDONALD. Mer. 


47 WEST 34THST eronoway NEW YORK 
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National Rascarch on Whites 


Reported by H. B. Tove at the Women’s Style 
Committee During the Recent Leather Show 


THE true position of whites in the Spring and Sum- 
mer of 1938 was made the subject of a research and 
the conclusions thereof may have an influence upon 
the industry’s plans for the white season in 1939. 
That whites are a natural and normal section of the 
shoe business in shoe stores throughout the United 
States was proved by the nation-wide questionnaire. 
Before the Women’s Style Committee of the Joint 
Conference at the Waldorf-Astoria on Sept. 13, Harry 
B. Tove was called upon to report on the survey made 
by him on the white shoe situation in 1938. Mr. Tove, 
as an advertising and marketing counsellor, had sent 
questionnaires to merchants and buyers all over the 
country. In analyzing the figures, Mr. Tove reported: 
“The general business done in all types of white 
shoes for the Summer period of 1938 showed a decline 
of 20 per cent as compared to 1937. This was not an 
abnormal falling off in volume, when it is noted that 
the general business index declined more substantially 
for this period of trade—or approximately 25 per cent. 
Adverse weather conditions also were a retarding fac- 
tor; as records indicate that only 60 per cent of the 
buying of white shoes by merchants is done before 
April 30, with May and early June serving a 40 per cent 
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ENGLISH 
RIDING 
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ARE MADE IN ENGLAND 
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IN STOCK 
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ALSO FIELD, AVIATOR & 
JODHPUR BOOTS 


MANFIELD & SONS 


1636 RANSTEAD ST. 
PHILADELPHIA, PA. 


Write for 
Catalogue 


volume of ‘fill-ins.’ The declining business activity and 
adverse weather conditions were evidencing a retarding 
force in the late Spring of 1938. 

“White Kid—63 per cent of the merchants ran short 
first on shoes of white kid. A number of these estab- 
lishments reported they could have done more business 
if they would have had larger stocks of proper selling 
models. Fifty-six per cent reported white kid ahead of 
the general selling of all lines. Sixty-five per cent of 
the merchants bought MORE white kid than in 1937 
and 56 per cent sold MORE. Thirty per cent bought 
LESS than in 1937 and 31 per cent sold LESS. 

“White Calf—50 per cent of merchants bought 
MORE than in 1937 and 41 per cent sold MORE. 
Thirty-three per cent bought LESS than in 1937 and 
33 per cent sold LESS. 

“Fabrics—33 per cent bought MORE than in 1937 
and 21 per cent sold MORE. Forty-eight per cent 
bought LESS than in 1937 and 51 per cent sold LESS. 

“White Buck—28 per cent of merchants bought 
MORE than in 1937 and 16 per cent sold MORE. 
Sixty-five per cent bought LESS than in 1937 and 
70 per cent sold LESS. 

“White Suede—11 per cent of merchants bought 
MORE than in 1937 and 5 per cent sold MORE. Sixty 
per cent bought LESS than in 1937 and 66 per cent 
sold LESS. 

“The questionnaire also indicated merchants expressed 
desire for a lengthened white merchandising season.” 
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LaValle to Exhibit at World’s Fair 


Dominick LaValle, well-known women’s shoe manufacturer, signs contract for 

exhibit space at the New York World’s Fair after luncheon ceremonies at the 

Terrace Club of the Fair. Left to right: Joseph Love, president of Apparel and 

Accessories Associates, Inc.; Commander Howard A, Flanigan, vice-president of 

the New York World’s Fair; Bernard Waldman, Bernard Waldman Co.; Dominick 

LaValle, B. F. Wilson, Apparel and Accessories Associates, and Emanuel Gerton, 
women’s shoe buyer, Saks-Fifth Avenue. 


New York—Dominick LaValle, one 
of the country’s leading manufacturers 
of women’s fine shoes, recently signed 
a contract for substantial and ideally 
located space in the Apparel and Ac- 
cessories Building at the World’s Fair, 
according to announcement made by 
Joseph Love, president, Apparel and 
Accessories Associates, Inc. 

Commenting on his action in being 
the first shoe manufacturer to definite- 
ly sign up for space, Mr. LaValle said, 
“In my opinion participation by qual- 
ity shoe manufacturers in the Apparel 
Building at the World’s Fair affords 
the greatest opportunity that has ever 
offered itself of increasing the public’s 
appreciation of quality and fashion in 
women’s shoes.” 

Emanuel Gerton, shoe executive of 
Saks-Fifth Avenue, who was present 
at the luncheon ceremonies at the Ter- 


race Club of the New York World’s 
Fair, stated that he hoped other lead- 
ing shoe manufacturers would join 
with Mr. LaValle in taking space in 
the Apparel Building so that adequate 
representation of quality shoe manu- 
facturers in the building would be as- 
sured. 

Great significance is attached to Mr. 
LaValle’s action in deciding to par- 
ticipate in the Apparel Building at the 
World’s Fair due to the position his 
firm has always enjoyed in the field of 
women’s footwear fashions. 

Commander Howard A. Flanigan, 
vice-president, New York World’s Fair 
1939, Inc., expressed the great interest 
of the Fair management in the co- 
operation being accorded by leading 
fashion manufacturers to the Apparel 
and Accessories Building. 





Shoe Men to Hold Golf Outing 


ScHUYLKILL Haven, Pa.—The annual 
Fall Golf Tournament of the Central 
Pennsylvania Shoe and Leather Asso- 
ciation will be held Friday, Sept. 30, 
at the Schuylkill Country Club, Schuy]l- 
kill Haven, Pa. This course was decided 
upon since none of the association’s 
tournaments have been played in that 
vicinity and a great many of the mem- 
bers come from that section. It is also 
easily accessible to the Philadelphia 
members and a large turnout of Phila- 
delphians is expected. Harry Snay- 
berger is general chairman of this 
tournament and has made arrange- 
ments for plenty of caddies, an out- 
standing dinner, and good entertain- 
ment. Many of the members are teeing 


off in the morning in order that they 
may enjoy other sports in the after- 
noon. 

This tournament is also an innova- 
tion in that all of the prizes are being 
furnished by the shoe manufacturers 
and the advanced lists of prizes show 
that they certainly have been doing 
their part. 

The election of officers and the Board 
of Directors will be held at that time 
according to James H. Murrow, who, 
with Chris Devine of Harrisburg and 
Sam Nissely of Philadelphia, comprise 
the nominating committee. 

The association expects a golfing 
party of well over one hundred and 
close to two hundred members are ex- 
pected at the dinner. 
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PROVIDENCE, R. I. 


DU 


-PLEX 


RUBBER SUEDE BRUSH 


@ Has one side to raise and revive the 


nap. 


@ The other side to clean the leather— 
make it smooth and velvety. 


@ LACQUERED IN 3 BEAUTIFUL COLORS @ PACKED IN ATTRACTIVE COUNTER DISPLAY 


EVERETT and BARRON COMPANY 


TORONTO, CANADA 








Shoe Awards Given at 
Neiman-Marcus Show 


DALLAS, TEX. — Dan Palter and 
George Miller received the Neiman- 
Marcus Awards for Distinguished Ser- 
vice in the Field of Shoe Fashion, 
presented Monday evening, September 
12, at a fashion show held at Neiman- 
Marcus, Dallas. Stanley Marcus an- 
nounced the show and made the awards. 
The following also received awards: 
Nettie Rosenstein, Louise Barnes Gal- 
lagher, for distinguished designs in 
dresses; Dorothy Liebes for her fabric 
designs; Richard Koret for bag innova- 
tions; John Frederics in the field of 
millinery. Madame Germaine Monteil 
was given her award in absentia. She 
will visit the store later in September. 

Also present at the fashion show 
were Miss Merry Hull, designer of the 
revolutionary free-finger glove; Mrs. 
Emmy Ives, fashion editor of Vogue 
magazine; Miss Louise Macy of Har- 
per’s Bazaar; Alice Hughes, columnist; 
and Mrs. Agnes Foster Wright, editor 
of Bride’s magazine. 

Mrs. Ives and Miss Macy with scis- 
sors cut free the silver foil wrappings 
around the “Neiman-Marcus Woman,” 
a mannequin who made her debut at 
the fashion show. This mannequin was 
designed by the Neiman-Marcus art 
director, Leon Dacus, and executed by 


Elsa Profita of Dallas. The mannequin 
was featured in all of the windows. 
The fashion show was an invitation 


Dan Palter, Palter-Deliso, New York, re- 
ceives an award for distinguished service 
in the field of shoe fashion from Stanley 
Marcus, Neiman-Marcus, Dallas, Texas. 


affair for which the customers sent in 
requests for tickets. Because of the 
great demand for seats, the show was 
held over for Tuesday and Wednesday 
nights, the first time ever to have a 








shoe departments 


three-night run with full houses. “At 
this rate we'll soon beat Abie’s Irish 
Rose,” said Burt Eastman, shoe buyer 
for Neiman-Marcus. 

Important feature of the fashion 
show were large placards showing the 
revolutionary fashions in shoes initi- 
ated by Miller and Palter de Liso, and 
introduced by Neiman-Marcus through 
the past few years. For 1938-39 the 
shoe fashions of lasticized leathers and 
platform soles were emphasized, with 
the high stilt shoe shown for exotic din- 
ner and hostess costumes. 

The day after the show, Neiman- 
Marcus ran a half-page advertisement 
featuring the Neiman-Marcus Woman 
theme, and the shoes of her choice. 


Putnam Leaves La Crosse 


Rubber Mills 


La Crosse, Wis.—Henry J. Putnam, 
since 1918 general sales manager of 
the La Crosse Rubber Mills Co., has 
resigned his position. He is succeeded 
by George Coburn, who has been assis- 
tant to Mr. Putnam since 1925. Prior 
to joining the La Crosse Rubber Mills, 
both Mr. Putnam and Mr. Coburn were 
associated with the O’Donnell Shoe Co., 
St. Paul, Minn., and Mr. Putnam’s res- 
ignation climaxed 50 years of associa- 
tion with the shoe industry in the 
Northwest. 
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Dancing Shoes and Taps 


FLEXIBLE TAP 


DANCING SHOES 
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Frank Berenstein 


Boston, Mass.— Frank Berenstein, 
founder and president of Panther Pan- 
co Rubber Co., Inc., of Chelsea, Mass., 
and Stoughton, Mass., the Puritan 
Rubber Mfg. Co. and American Tile & 
Rubber Co. of Trenton, N. J., and 
Panther Rubber Co., Ltd., of Sher- 
brooke, Quebec, Canada, passed away 


FRANK BERENSTEIN 


suddenly on Saturday, Sept. 10, in his 
65 year, at Bethlehem, N. H., where 
he was on vacation. 

He is survived by his widow, three 
sons and three daughters. Two of his 
sons were associated with him in busi- 
ness, Maurice as sales manager, and 
David as factory superintendent, of the 
Panther Panco Rubber Company. 

Mr. Berenstein started in business 
in 1908, prior to which he was with the 
old Walpole Rubber Co. He was deeply 
interested in the welfare of the Jewish 
race, devoting much of his time and 
means to Chelsea philanthropies, nota- 
bly the Chelsea Hebrew Free School, 
which he was largely instrumental in 
founding and nurturing to an impor- 
tant place in the community. 

He was buried from the Walpole 
Street Synagogue of Chelsea on Sun- 
day, Sept. 11, and interred at Woburn, 
Mass. 

Frank Berenstein was loved by a 
wide circle of friends, and highly re- 
spected in the business community in 
which he was an outstanding figure. 


Joseph K. Or 


ATLANTA, GA.—Joseph Kyle Orr, 
Sr., died in Atlanta on September 19, 
at the age of 81. 

Mr. Orr played a part in the growth 
and development of Atlanta during the 
past fifty years. Founder of the J. K. 
Orr Shoe Company some fifty years 
ago, he was prominent in shoes and at 
one time president of the National Shoe 
Wholesalers’ Association. He served 
as president of the Atlanta Chamber 


of Commerce at the beginning of the 
century, for a three-year period. As 
far back as 1885 he was Grand Com- 
mander of the Knights Templar of 
Georgia and Grand Master of the 
Grand. Encampment in 1919. 

A courteous southern gentleman, he 
was known and loved by shoe men the 
country over. Not so long ago he 
visited New York with J. K. Orr III, 
his grandson, in whom he had great 
pride. 

He represented a generation of shoe 
men who were pioneers in the making 
and marketing of shoes in the golden 
day of shoe wholesaling. He had not 
been active in shoes for several years. 


Dayton Retailers Elect Officers 


DAYTON, OHIO—Paul W. Crawford 
of the Crawford Shoe Company was 
elected president of the Dayton Shoe 
Retailers’ Club at the annual election 
of officers held during the first dinner 
meeting of the Fall season in the 
Chinese room of the Hotel Miami. 
Crawford succeeds Marion H. Riggs of 
the Baynham Shoe Company, who had 
served two terms. Edward Blomquist 
of the Rike-Kumler Company, was 
named vice-president, succeeding Jack 
Schaeffer, who likewise had served two 
terms. Don Broughton of Elder & 
Johnston Company, was elected secre- 
tary of the club, succeeding Jim Gabler 
of Walker’s, who was another two- 
termer. However, Mr. Broughton was 
the club’s secretary prior to Mr. 
Gabler’s first term. Although his son 
“Bud” was nominated as a candidate 
for club treasurer, John Schoenhals, 
Sr., was elected by a large majority. 
Mr. Schoenhals has been treasurer of 
the club for many years. 

For the first time in the club’s history, 
a board of directors was chosen. Those 
named were Louis A. Miller of Elder 
& Johnston Company, chairman; Jack 
Schaeffer of Minor’s; Carl Weber of 
the Metropolitan Company; P. J. 
Meyer of Meyer’s, and M. H. Riggs, 
retiring president, as an ex-officio mem- 
ber. 

In a brief talk, Lou Miller indicated 
that the club had “weathered the storm 
well,” and that other cities are now 
forming shoe clubs in many parts of 
the country. He said that the Dayton 
club is being used as a pattern, with 
even Cincinnati sending a representa- 
tive to Dayton recently to find out how 
the Dayton club functions so well. 

Next session of the Dayton Shoe Re- 
tailers Club will be on October 12. It 
will be a dinner meeting and held in 
the Hotel Miami. All traveling shoe 
men in this territory at that time are 
urged to attend. 


To Open Health Shoe Store 


Detroit, Micu.—Harry Roth, for- 
merly connected with Gene’s Shoe 
Store, is opening up his own establish- 
ment on Twelfth St. He will carry a 
line of men’s and children’s health 
shoes. 
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SELL THOSE WINDOW SHOPPERS 
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Colorful price tickets in 
the popular price denomi- 
nations will dress up your 
displays, and make selling 
easier. Blank tickets, show- 
ing the design only, are 
also available. 

We have in stock a com- 
plete selection of designs 
and color combinations. 








FALL PRICE TICKETS 


Imprinted Prices on Colorful Seasonal Designs 





4 





“Oo” — Blue & 
erange on deep 
yellew back- 
ground. 


6 Dozen 
$1.10 


12 Dozen 
$2.00 


We will send a circular showing actual samples, at your request. 


(49) 
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“S"—Gold & red- 
dish brown on 
buff background. 


“wr — Luggage 
ten & grees on 
white background. 


The size—1',” x 234”—is 
large enough to attract the 
eye, and small enough to 
give the shoe prominence. 
The tickets are attached 
neatly to any part of the 
shoe with our Price Ticket 
Clips which are priced at 
$4.00 per grosse—$2.25 per 
half gross. 
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BOOT & SHOE RECORDER + MERCHANTS SERVICE + 209 SO. STATE ST + CHICAGO, ILLINOIS 





WRITE FOR DETAILS OF OUR ANNUAL SHOW CARD SERVICE 





COLORFUL AND EFFECTIVE 
SHOW CARD AND PRICE TICKET 
SERVICE ... New and seasonal dis- 
cards and harmonizing price 
every month with informa- 
tive messages on style notes, value, 
quality, service, etc. Exclusive fran- 
chise basis. WRITE for samples 
and further information. 





SERVICE 


MONTHLY 


CARDS 


HOLDERS 





No. |! 


$5.00 





No. 2 


4.00 


4 





No. 3 


3.00 


6 


2 





No. 4 








4 
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SALESMAN WANTED 








SALESMEN FOR ATHLETIC 
FOOTWEAR 


Exceptional sales opportunity to carry widely 
advertised line of shoes for every athletic 
activity. Includes Riding Boots, Ski Boots, 
Work Shoes, Rubbers, Men's Sport Oxfords, 
Tennis Shoes, Ice-Skating outfits, etc., all 
IN STOCK. Territories open in Long Island, 
New Jersey, Connecticut, Pennsylvania, Illi- 
nois, and other States. Established accounts 
in these States to be taken over. Write to 


THE ARNOFF SHOE CO. 
101 Duane St. New York City 











T ERRITORIES open for side line salesman 

to sell popular line of Mexican huaraches. 
Address 2976, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





COMPLETE line of popular priced children’s 

shoes carried in stock is available on a 
straight commission basis for the state of Con- 
necticut. May be carried with non-conflicting 
line. Address $974, care Boot & Shoe Recorder, 
140 Federal St., Boston, Mass. 





WANTED: Experienced traveling salesman to 

carry general line of men’s, women’s, and 
children’s shoes for established wholesale shoe 
house, to travel in South Carolina, North Caro- 
lina, and part of Georgia. Apply by writing 
with references to Dixie Shoe Company, Charles- 
ea, S. C 





FOR SALE 





000 pairs women’s high grade worn Fall shoes, 

staple and dress styles, bargain, all or part. 
Address $971, care Boot & Shoe Recorder, 1627 
Locust St., St. Louis, Mo. 


PROFITABLE shoe store, best town in Cali- 
fornia’s rich San Joaquin valley. Featuring 
Selby Arch Preserver and other famous brands. 
Address £972, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





POSITION WANTED 


FOR RENT 





THOROUGHLY experienced shoe man, 35, 

with fifteen years of experience and com- 
plete knowledge of shoe construction, corrective 
fitting, and every other detail pertaining to high 
grede and popular priced shoe retailing. Thor- 
oughly familiar with department store operation; 
capable of buying and assuming complete charge. 
Will locate anywhere. Address $961, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





UYER and Manager, married, age thirty-one, 

conscientious, pleasing personality. Fourteen 
years’ successful experience in both men’s and 
women’s shoes. Accurate stock control system. 
A-1 references. Address $977, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





HOE Man: over 10 years’ experience all 

types and prices of footwear. Manager, 
buyer, window trimmer, card writer. Excellent 
references. Married, 29. Present employed as 
manager. Prefer Southwest or West. Address 
$975, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





BUSINESS OPPORTUNITY 


UCCESSFUL men's chain store operator 
(100% locations), extensive advertiser, na- 
tionally branded shoes at cut prices, would rent 
space to one handling similar ladies’ shoes; 
volume basis. Apply by letter only. Friend 
Advertising Agency, 220 W. 42nd St. N. Y. 











YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 











MERCHANTS’ NEEDS 


PATENT ATTORNEY 








The Complete Line of 
SHOE 


ORNAMENTS 
AND SPATS 


Crawford Ave., 


Buttons and Zippers 
Manolis Manufacturing Co. 
4248 No. 

Chicage, Ii. 











PATENT YOUR IDE 


EW YORK CITY. Store on Fifth Avenue 
close to Rockefeller Center. Ideally adapted 
for men's and women’s shoes. Rental on per- 
centage of gross sales against small guranteed 
minimum. Address $973, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. Y. 





LINE WANTED 








LINE WANTED FOR SOUTHERN CALIFORNIA 


Experienced Salesman of widest possible ex- 
perience is open for a line of shoes, pref- 
erably for Southern California territory. 
Would prefer a line of real value shoes for 
the chain and department store trade; knows 
all the worth-while buyers and can furnish 
t of references. For further particulars 
Address No. 970, care BOOT & SHOE RECORDER, 
239 West 39th Street, New York, WN. Y. 














WANTED TO PURCHASE 








Buyers of Surplus Stocks 
We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO.., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 








SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 
BARIS SHOE COMPANY, Inc. 


79-81 READE STREET, NEW YORK, WN. Y. 
Telephone WORTH 2-5180-518i 








WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Alse randed 
aoe 
. rver, Queen , 
, Stetson, Red Oross, Nunn-Bush, Etc. 
IBVIN RUBIN 


Phone Barclay 17-7887 New York City 




















CLASSIFIED ADVERTISING RATES 


for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
hota Areal pane For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
desired 


twelve words should be added for the address. In 


all other cases each word of the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 
Classified advertising is payable in advance. 
SQ Advertisements for this page must be in our New York office on Friday of the week preceding publication. “@S 
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Hold Open House 


MILWAUKEE, Wis. — An open house 
Fall style showing held recently by the 
S. J. Brouwer Shoe Co. at its down- 
town store here proved an unqualified 
success and attracted hundreds. 

The public was advised of the event, 
the first of its kind in Wisconsin, by 
direct mail, newspaper and window ad- 
vertising. Cards announcing the event 
were mailed to patrons and reproduced 
in a five-column newspaper advertise- 
ment appearing in the Fall fashion sec- 
tion of a local daily. 

The cards called attention to the fact 
that specially conducted tours would be 
arranged for clubs and groups. Visitors 
were escorted over the entire four floors 
of the store, including the women’s, 
analysis, hosiery, men’s, advertising 
and window departments. The tour 
concluded with the showing of educa- 
tional motion pictures from the firm’s 
library in the assembly room. 

Guides greeted the visitors at the 
door and conducted them through the 
store. Slogan of the evening was 
“Come to see-Not to buy,” and each 
visitor was presented with a rose. Spe- 
cial educational exhibits were featured 
in various departments and _ sales 
literature was made accessible at vari- 
ous points throughout the store. 

Because of the public’s kindly re- 
action to Brouwer’s open house, it is 
anticipated that the event will be re- 
peated in Spring. 


To Manage Nisley Store 


DAYTON, OHIO—A. G. Bramlage has 
been appointed manager of the Nisley 
store at 43 West Fourth street, this 
city, succeeding Ralph Blake who was 


transferred to Denver. Mr. Bramlage 
has been employed in the local unit for 
the past several years. 


Opens Campus Shoe Shop 


TALLAHASSEE, F'LA.—Ned Miller, well 
known to college girls at the State 
University for Women because he has 
been in the shoe business for the past 
14 years, has opened a beautiful shop 
at the top of the hill leading from the 
college entrance. It is so new and mod- 
ern that the season’s high fashion color, 
burgundy or wine, has been used in the 
carrera glass front. The main windows 
are curved from the street to the en- 
trance. 

Inside a smart color combination of 
blue and wine, combined with deep 
mulberry has been used. Fixtures are 
of avodire and walnut. Chairs and 
stools have blue upholstery. Side walls 
are banded in blue and peach and 
finished with chromium strips, and the 
floor covering is a light wine broad- 
loom, bordered in mulberry. 

In addition to shoes, matching bags, 
hosiery and gloves will be carried. 

The store is air-conditioned and the 
lighting arrangements permit three 
degrees of illumination to suit lighting 
needs at any hour. 
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INCREASE YOUR SALES 
with the original 
SHOE DOCTOR SHRINKERS 


Roller type device 


ADDITIONAL SALES are 
made when you obtain thr 
confidence of your customers 
by giving those hard-to-fit- 
feet a perfect fit. Our Shrink- 
ing Devices, when used with 
our specially prepared fluids, 
give the proper fit to shoes 
which ft large around the 
top, slip at the heel, or gap 
at the sides. Any fullness 
or wrinkles in leather or 
fabric are easily shrunk 
without harm. 


Send your order or write for detail informatios. 
Special combination offer $25.00 (fluids in- 


cluded in above prices) f.o.b. Indianapolis, 
Indiana. 


E. C. SMELTZER CO. 


121 E. Gist Street, Indianapolis, Ind. 





Department Shows 
100 Per Cent Increase 


BIRMINGHAM, ALA. — With strong 
promotions based on both style and 
price, the women’s shoe department of 
J. Blach & Sons is showing a 100 per 
cent increase in its Fall volume over 
last year, reported David Feinefield, 
buyer. 

He broke the season with page ad- 
vertisements in the newspapers, one be- 
ing a display of 28 different styles all 
at the one price of $6.75 and another 
display following a few days later on 
styles at $9.75. This was the first time 
the one price appeal was carried in the 
advertising as usually different prices 
are featured. 


Plans to Expand 


MONTGOMERY, ALA. — Saul Burn, 
manager of the My Shop Shoe Depart- 
ment, has announced plans for renova- 
tion of the shop and its expansion to 
include the store at 23-A Dexter Ave- 
nue, formerly occupied by the Co-Ed 
Shop. 


Remodeling Completed 


CoLumsBus, Ga.—The Marilyn Shoe 
Store has completed its enlargement 
and remodeling, Nathan Miller, man- 
ager, has announced, and is now offer- 
ing a complete line of Fall and Winter 
footwear. Space formerly occupied by 
the millinery department has been 
taken over for the shoe shop. 


S 
Seaen, 


Pat. Penaiug 
Shows arch supports, brands, 
fibre soles perty. Holds shees in correct up- 
Cn position. Practically invisible when used. 
Will never topple over. For men's and women's 
$. 


shoe 
$3.00 per dozen $1.65 per Ye dozen. 


M. D. POLLINGER CO. 
Holland Bidg., St. Louis, Mo. 











NOVODOM Turntable 


Runs 4 weeks on Flashlight 
orles 


Batt 
Wires 
NO =: 
Electricity 
PLEISCHER & CO. 
12 W. 2th St. 
ew York City 


John E. McAuley 


BRIDGEPORT, CONN.—John E. Mc- 
Auley, for many years prominent in 
shoe retailing, died recently at his home 
at 493 Anson Street, Bridegport. For 
14 years he was connected with the 
H. C. F. Koch Company, New York. 
After leaving there, he joined the Mead 
Shoe Company of Brooklyn, N. Y. For 
the past 14 years he was shoe buyer 
in the Smith Murray Department Store 
of Bridgeport. 


Wenzel V. Hayek 


Detroit, Mich. — Funeral services 
for Wenzel V. Hayek, who died recently 
at his home at Commerce Lake, were 
held in Detroit at the R. J. Spencer 
Funeral Home, followed by cremation 
at Woodmere Cemetery. Mr. Hayek, 
who was 74 years old, had lived in 
Detroit 39 years and was employed by 
Fred Wardell as a shoemaker until his 
retirement 14 years ago. He was born 
in Bohemia and had lived in the United 
States 53 years. 

He is survived by his wife, Mary; 
four daughters, Mrs. Anna Kahle, Mrs. 
Libbie Compeau, Mrs. Jack Kerns and 
Mrs. Manton Cummins; two sons, 
George and Albert. 


Edmund Rhen 


HARRISBURG, Pa.—Edmund Rhen, 
proprietor of a Middletown, Pa., shoe 
store, died recently at the Polyclinic 
Hospital after an illness of three 
weeks. Mr. Rhen, who was 33 years 
old, was employed in the Kreider Shoe 
Factory in Middletown and later 
opened a shoe repair shop and shoe 
store. 





